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Rough Proofs 


Ed Wynn has been delving into 
ancient advertising lore, coming up 
with the interesting fact that Sam- 
son was the first advertiser. He 
took two columns and brought down 
the house. 
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A. & P. will hereafter sell liquors 
‘jin its stores all over the country. 
Sales to men will increase as the re- 
sult of papa insisting on going shop- 
ping hereafter with mamma. 


7.69 


It’s not at all strange that the A. 
& P. is providing greater opportunity 
for liquor sales, since both the At- 
lantic and the Pacific have always 
been comfortably wet. 
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Now that Frigidaire has started a 
drive toward the 4,000,000 mark in 
refrigerator sales, it doubtless re- 
calls that after all, the first million 
were the hardest. 
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The Reid Ice Cream Company has 
adopted the excellent idea of build- 
ing a radio audience with a newspa- 
per cartoon series, thus making sure 
that its advertising will be both 
louder and funnier. 
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The American Telephone & Tele- 
graph Company, the latest utility 
ogre to be discovered by the friends 
of the peepul at Washington, has 
680,000 stockholders, MacFadden’s 
Woman’s Group reminds us. Con- 
gressional Record please copy. 
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Only 40 per cent brush their teeth, 
Colgate’s says. The other 60 per cent 
found they could get married even 
though their dental equipment 
seemed to lack sex appeal. 
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A colored coal is being marketed 
in Kansas City with great success. 
Of course—any lady will tell you 
what a big help a good complexion is. 
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J. K. Fraser has announced that 
all jobs with a “must” label are 
hereafter to be routed past his door. 
He has discovered that as far as 
work is concerned, Tom Sawyer was 
right. 
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Espotabs, it is asserted, builds on 
the idea that one woman tells an- 
other. And that would seem to be 
an unusually conservative estimate. 
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Booth Fisheries are now wrapping 
their product in Cellophane, indicat- 
ing their belief in the good old adage 
that the best fish should be seen and 
not merely suspected. 
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The London Times recently carried 
an interesting advertisement de- 
scribing the delights of playing rou- 
lette at Monte Carlo. Any day now 
Ed Bradley may expect a solicita- 
tion from some bright young agency 
executive. 

yy ie 


A lot of New Jersey women, Mc- 
Call’s discovered, own electric appli- 
ances they are not using. After em- 
ploying these labor-saving devices 
for a while the lucky owners found 
they had saved enough to take care 
of their requirements for months to 
come. 

Copy Cus. 


MORE PRACTICAL 
RESEARCH GOAL 
OF LARGE AGENCY 


Lord & Thomas Explains Its 
New Program 


Chicago, Feb. 14.—While Lord & 
Thomas will do less research in the 
future than in the past, the research 
done will be far more valuable than 
ever before. This opinion was ex- 
pressed by Ralph D. Allum, assistant 
to the president, in response to a 
query from ApDverRTISING AGE. Vary- 
ing rumors have been current re- 
cently as to the agency’s research 
program. 

“During the past year,” Mr. Allum 
explained, “we have found that it is 
just as easy to over-research as it is 
to do an inadequate job. We have 
found that it is very easy to think 
of a great many questions to be an- 
swered by research, but that the 
mistake most frequently made is to 
find, only too often, that much of 
this information is academic and of 
no practical value. 


Conception Is Changed 


“As a result, our conception of 
research has changed materially. We 
believe that in the past year we 
have come to value more highly than 
ever before the place of research in 
advertising and sales and the value 
that we attach to research is deter- 
mined entirely by what we are going 
to do with the information when we 
get it.” 

About a year ago, Lord & Thomas 
developed a new department known 
as the Marketing and Research Di- 
vision, which included a large con- 
sumer group, a dealer group, the ex- 
ecutive and supervising personnel 
group within the agency, and a 
group of test towns for copy pur- 
poses. The objective was to build 
an organization which could offer 
the combined advantages of every 
research group known in business. 

“Whether we wanted to make a 
psychological investigation or a pan- 
try investigation,’ Mr. Allum_ ex- 
plained, ‘“‘we wanted to be thoroughly 
equipped to gather our own infor- 
mation. We also wanted a test- 
town setup where we could try out 
the copy ideas which resulted from 
our research and creative effort. 

“We have found that from a prac- 
tical standpoint we did not need a 
consumer group as large as the one 
originally planned, nor a _ dealer 
group as large as our original group. 
Our test town group remains as 
originally set up.” 

Mr. Allum said that the agency’s 
present conception of research can 
be carried out with a smaller per- 
sonnel group within the organiza- 
tion than was originally anticipated. 

“In some instances we may want 
to have some investigations con- 
ducted outside of our own organi- 
zation,” he said, “but in such cases 
we will ask only for the results of 
the investigations and do the eval- 
uating within our own office. 

“In each office there is a very ac- 
tive research department varying in 
ize according to the needs of that 
particular office. I think, without 
exception, every one of these depart- 
ments has been working considera- 
bly overtime during the past few 
months, which is an indication of 
how actively we are interested in 
research.” 


Simultaneous Fall Models 
Urged on Automotive Field 


‘Destructive Pressure” on 
Dealers Deplored in 
NRA Report 


Washington, D. C., Feb. 14.—Si- 
multaneous fall announcements and 
showing of new automobile models 
should replace the present system of 
sporadic announcement and January 
showings, the NRA Research and 
Planning Division strongly advised 
the automobile industry in a report 
issued last weekend. 

The industry has been requested 
to make major changes in its sales 
and distribution plans to guard 
against seasonal fluctuations in pro- 
duction and employment. 

As directed by President Roosevelt 
iast November, the National Indus- 
trial Recovery Board organized the 
study through its Research and 
Planning Division in collaboration 
with the Bureau of Labor Statistics 
of the Department of Labor. A pre- 
liminary report was prepared under 
supervision of Leon Henderson, di- 
rector of the division. 

In a separate letter made public 
at the same time, the Board. sub- 
mitted its views upon ways to obtain 
improvement in the industry along 
lines suggested by the report. 

Because of the nature of its as- 
signment, the NRA division points 
out in its report that it must neces- 
sarily “paint a rather dark picture,” 
although recognizing the industry’s 
“multitude of positive contributions 
to the social and economic progress 
of the country.” 


Faults of System 


It is emphasized that the system 
now followed crowds automobile 
production into a few months of the 
year. This results, the report said, 
in substantial loss of efficiency, ex- 
cessive labor turnover, wastage and 
spoilage, and higher costs of mate- 
rials and dies on a rush order basis. 

If automobile makers would an- 
nounce and show new models simul- 
taneously in the fall, extra benefits 
would be realized from separate em- 
phasis on two main features of au- 
tomobile merchandising: new models 
and spring buying. Such a plan 


ASKS SUPPORT 


Edward H. Gardner, who is urging 
advertising interests to rally be- 
hind Mead Bill. 


would enable the industry to capi- 
talize possibilities of higher fall 
sales in the South and on the Pa- 
cific coast, and might stimulate ex- 
ports to the south temperate zone, 
it is said. 

Other changes suggested are: re- 
form of labor practices, extension of 
facilities for collective bargaining; 
and coordinated reforms of sales and 
purchasing methods to relieve “de- 
structive pressure” on dealers and 
automotive parts makers. 

The report treats the dealer as an 
important factor in regularization, 
saying: “Most of the merchandising 
risks of the automobile industry 
have been lodged with the dealers. 
The used car problem has been only 
partially solved, and is the main 
source of financial instability of 
dealers. It is felt by many that au- 
tomobile manufacturers have failed 
to assume a reasonable and just re- 
sponsibility for the welfare and pro- 
tection of dealers during recent 
years.” 

The report says that the industry 

(Continued on Page 37, Col. 2) 


Last Minute 


News Flashes 


Sundberg Promoted by Major Market Newspapers 

Chicago, Feb. 15—Charles H. Sundberg was appointed assistant man- 
ager of Major Market Newspapers, Inc., at a directors’ meeting here this 
week. Mr. Sundberg will work in close cooperation with Col. L. W. Herron, 


of the Washington Star, president of 


Major Markets. The board accepted 


the resignation of L. M. Barton as managing director, effective March 15. 


Schedule Public Hearings on Copeland Bill 
Washington, D. C., Feb. 15..—The Senate Commerce Committee has 
definitely decided to hold hearings on the Copeland food, drug and cos- 
metics bill. The probable time is March 1, with Senator Bennett Clark of 


Missouri in charge. 


Cromwell, Agency Evocitbes: Weds Duke Heiress 


New York, Feb. 15.—James H. 
$40,000,000 heiress, is a director of 


R. Cromwell, who wed Doris Duke, 
H. R. Doughty Company, New York 


agency. Mr. Cromwell indicated, however, that he will retire from the ad- 


vertising field. 


Federation Convention to Start June 9 


Chicago, Feb. 15.—The 1935 convention of the Advertising Federa- 
tion of America will be held in Chicago June 9-12, Earle Pearson, general 


manager of the Federation, revealed 


here today. 


GARDNER TELLS 
FEDERATION OF 
NEW MEAD BILL 


Best Yet Offered, Propri- 
etary Expert Asserts 


Chicago, Feb. 14——The Mead Bill 
now pending in Congress, to revise 
and amend the Federal Pure Food 
and Drugs Act, preserves the founda- 
tion laid in 1906 by Dr. Harvey W. 
Wiley and strengthens the law to 
meet the present day needs for con- 
sumer protection, Edward H. Gard- 
ner told the Chicago Federated Ad- 
vertising Club here today. 

The Mead Bill plugs up the loop- 
holes in the existing law through 
which rascals have crawled to safety, 
Mr. Gardner, former head of the 
department of advertising and mar- 
keting at the University of Wiscon- 
sin, told the advertising men. Mr. 
Gardner is now engaged as director 
of the first movement on the part 
of an industry to control truthful- 
ness in the advertising of its mem- 
bers. He is executive secretary of 
the advisory committee on advertis- 
ing of the Proprietary Association, 
New York. 

Dubbing the Tugwell Food and 
Drug Bill as a “monstrous piece of 
bad draftsmanship—arbitrary, tyran- 
nical, vague, uncertain,” Mr. Gard- 
ner said that the current edition of 
that legislation, now sponsored by 
Senator Royal S. Copeland, reflects 
the belief that the American char- 
acter is bankrupt. 

“Loose talk that has been going 
around in the past few years has 
created confusion in the public mind, 
especially with relation to food and 
drug laws,” said Mr. Gardner. 


An Erroneous Belief 


“So much has been said regarding 
the need of regulation in the drug 
field that an impression has been 
created that at the present time we 
have no food and drug law and the 
public has no protection. The fact 
is that no industries are more thor- 
oughly policed than the food and 
drug industries. No matter how hon- 
est a manufacturer is, he must be 
careful or he is liable to be con- 
tinually harassed by seizures, cita- 
tions, and criminal prosecutions 
under the existing law, which for 
years has been used as a pattern for 


Directory of Features 


Earnings of Advertisers... 31 
Edlerials: vise c.ve. —eehee 10 
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Getting Personal 
Information for Advertisers.10 
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ADVERTISING AGE 


February 16, 1935 


food and drug legislation in other 
countries. 

“No satisfactory explanation has 
ever been afforded the American 
people why we should destroy this 
bulwark of the public health (our 
present law) and put in its place a 
new and untried measure founded on 
a new philosophy. It is possible 
that pride of authorship, the desire 
to have new names linked with new 
measures, has been partly responsible 
for the attempt to destroy the struc- 
ture which Dr. Wiley began and 
which can be reconstructed to serve 
the needs of today without sacrificing 
its tried and tested advantages.” 

Mr. Gardner pointed out that 
nearly thirty years of court action 
have tested the solidity of the ex- 
isting food and drugs act around 
which have grown up a great body of 
court decisions and a great struc- 
ture of law that has protected the 
public not only in federal practice 
but in conforming legislation in the 
various states. He continued: 

“The principle adopted in the 
Mead Bill is to take the original 
structure created by Harvey Wiley 
and add to it every provision needed 
for present requirements as shown 
by the experience of years. 

“Thus it is a revision of the ex- 
isting law rather than an attempt to 
create a brand new law. 

“The Mead Bill leaves jurisdiction 


over advertising with the Federal 
Trade Commission, but materially 
strengthens the power of the commis- 
sion to deal with all types of false 
advertising so that it will not face 
the necessity of proving unfair com- 
petition. 

“It thus provides for a proper safe- 
guard for the honest advertiser by 
having the cases brought by the food 
and drug administration, a hearing 
before the commission and with re- 
course to the courts in case of dis- 
pute. It also provides for swift in- 
junction to stop false advertising if 
the case is sufficiently serious. This 
is a better revision than the institu- 
tion of criminal suits which clutter 
up the courts and which may drag 
along for years.” 

Advantage of Bill 

A weakness of the Copeland Bill, 
as pointed out by the speaker, is that 
it is a skeleton measure granting dic- 
tatorial powers and that it is indefi- 
nite. “The Mead Bill, by contrast,” he 
said, “is definite and specific. An in- 
definite law is a terror to honest men 
but not to evil-doers because evil- 
doers always think they can get 
around an indefinite law somehow. 
Honest men do not want an indefinite 
law hanging over their heads. 

“The Mead Bill would not allow an 
obscure faker to pretend that his 
ridiculous claims were made in good 
faith and that, therefore, he was ex- 


empt frem punishment. This could 
be done if it were necessary to prove 
that an advertisement were both 
false and fraudulent—that is, that it 
has a bad intent. The Mead Bill 
throws out the word ‘fraudulent’, 
which has been a loophole through 
which rascals have crawled to safety. 

“The Mead Bill would not allow a 
faker to bring up false testimonials 
in court in order to prove that his 
worthless remedy had cured people. 

“The serious and candid judgment 
of well-informed lawyers, legisla- 
tors, and business men, declares 
that the Mead Bill contains the 
soundest provisions for bringing food 
and drug legislation abreast with cur- 
rent need now before the Congress 
and the American public.” 


Buy Two Publications 


The publishers of Liquor Store ¢ 
Dispenser, New York, have acquired 
Liquor Selling, published by Eugene 
A. Sittig & Sons, Chicago, and Wine 
¢& Liquor Profits, published by Gil- 
lette Publishing Company, Chicago. 
Both publications have been consoli- 
dated with Liquor Store & Dispenser. 


Plan to Use Copy 


Members of the British Columbia 
Fruit Growers’ Association, in an- 
nual meeting in Kelowna, passed a 
resolution endorsing the use of ad- 
vertising. 
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Des Moines Register and Tribune readers are the "Top Third*" in lowa purchasing power. 


“YOU’RE THE TOP”— 


Over quarter million circulation daily or Sunday 


*Write for copy of Survey. 


Lowest milline rates in Iowa 


CENSORSHIP OF 
WHISKY COPY 
IS ABANDONED 


FAGA to Gonfine Scrutiny 
to Special Cases 


Washington, D. C., Feb. 14.—De- 
claring the FACA does not require 
advertising agencies and publishers 
to submit advertisements of distilled 
spirits, wine and brewers’ products, 
Joseph H. Choate, Jr., director of the 
Federal Alcohol Control Administra- 
tion announced that the FACA would 
pass upon copy only in cases of doubt. 

The formal announcement said the 
Administration had adopted the pol- 
icy in.order to aid the industries in- 
volved to better follow out regula- 
tions recently promulgated. To this 
end there would be available the 
privilege of review and comment 
upon advertising submitted. 

“The views of officers of the Ad- 
ministration as to conformity of such 
materials to the advertising regula- 
tions will be stated in writing to 
members of the several alcoholic bev- 
erage industries, advertising agen- 
cies, publishers, and others upon re- 
quest by them,” Administrator 
Choate said. 

The statement pointed out that 
“advertising regulations do not re- 
quire submission to the Administra- 
tion of advertising copy prior to its 
dissemination.” However, “since the 
promulgation of the regulations a 
large amount of advertising copy has 
been submitted for comment by the 
FACA. 

“In consequence of the apparent 
desire of industry members affected 
by the requirements of the regula- 
tions to obtain the benefit of com- 
ment by the officers of the Admin- 
istration,” it is said the above pol- 
icy of review will be followed. 


Doesn’t Want Too Much 


Mr. Choate further stated that the 
policy now adopted would be aban- 
doned if the amount of advertising 
forwarded for comment became so 
large as to impede unduly the Ad- 
ministration’s other activities or if 
for other reasons the policy was 
found to produce unsatisfactory re- 
sults. 

In view of the limited personnel 
and facilities of the FACA, it is de- 
sired that the privilege of submitting 
advertising for review and comment 
be availed of only when bona fide 
doubts exist as to whether the adver- 
tising conform to the regulations. It 
is suggested that the comments of 
the FACA be retained and recalled 
in connection with all subsequent 
proposed advertisements so as to 
avoid additional detailed work. 

Seeking to clear up the confusion 
which has existed to some extent due 
to the fact that the Code Authority 
for the Distilled Spirits Industry 
had, for some time past, required the 
submission of advertisements of in- 
dustry products before their use, the 
FACA states that actually the Code 
Authorities “act merely in an advis- 
ory capacity respecting advertising 
submitted, and any of the require- 
ments of the Code Authorities are in 
addition to the obligation of industry 
members to comply with the regula- 
tions of the Federal Alcohol Control 
Administration.” it 

It is pointed out that the adoption 
of the policy of the FACA with re- 


Scott Tissue 
Cracks Record, 
Looks for More 


Chester, Pa., Feb. 14.—Laying the 
foundation for even greater sales of 
Scott Tissues than were registered 
in 1934, the Scott Paper Company is 
launching an extensive advertising 
campaign in magazines and newspa- 
per magazine sections. 

Sales over $9,000,000 were made by 
Scott in 1934, 18.3 per cent more 
than in 1933, and establishing a new 
high record. The 1935 advertising 
program will be more extensive than 
that conducted in 1934. 

Publications already scheduled for 
Scott Tissues’ new drive are Amer- 
ican Home, Better Homes and Gar- 
dens, Cosmopolitan, Delineator, Good 
Housekeeping, Ladies’ Home Journal, 
McCall's, Parents’ Magazine, Satur- 
day Evening Post, Time, and True 
Story. The magazine sections of the 
New York Times and New York Her- 
ald Tribune are also included. 

“I advise every mother to use 
these soft absorbent toilet tissues,” 
is the caption of one of a series of 
Scott advertisements which will ap- 
pear in women’s magazines. 

Beulah France, formerly in charge 
of expectant mothers in a New York 
maternity hospital, is quoted in the 
text. : 

In another advertisement, to be 
run in the Saturday Evening Post, 
cartoon technique is used, picturing 
the shopping of “Penny-Wise Pris- 
cilla,’” who “thought she’d found a 
bargain.’”’ Copy will show both Scott 
and Waldorf Tissue. 

Sales in 1934 of ScotTowels, paper 
towels introduced for kitchen use in 
1932, showed an increase of 546 per 
cent over 1932. Waldorf towels and 
Soft-Weve ScotTissue towels also en- 
joyed a large demand last year. 

Net earnings of the company in 
1934 aggregated $905,756, against 
$825,948 in 1933. 

J. Walter Thompson Company, 
New York, is the agency. 


Car Company 
Using Contest 
To Sell Passes 


Kansas City, Mo., Feb. 14.—The 
Kansas City Public Service Com- 
pany, operating street car and bus 
lines in Greater Kansas City, is con- 
ducting a “movie star contest” to en- 
courage use of and build up atten- 
tion for the weekly pass, a card sold 
for $1.10 and good for unlimited 
rides for a full week, against 10 
cents straight, car fare, or four tok- 
ens for 35 cents. 

The long range period of the con- 
test is unusual; contestants identify 
two disguised pictures of stars ap- 
pearing in each bi-weekly “Public 
Service News” for twelve issues, 
names pictures in which they ap- 
peared, and at the end of the period 
—about six months—send in solu- 
tions with ten expired passes. 

No means has been provided for 
discovering how many are following 
the contest, except that at least 5,000 
extra copies of the semi-monthly bul- 
letin have been required to supply 
boxes in street cars and buses 
through which they are chiefly dis- 
tributed. 


spect to the submission of advertis- 
ing is not intended to disturb the 
practice pursued by any of the Code 
Authorities in commenting upon ad- 
vertising submitted to them. 


Merchandisable advertising —that 


cleans grocers’ 
shelves. 


Metropolitan. 


Baltimore Sun — Boston Globe — Buffale 
Times—Chicago Tribune—Cleveland Plain 
Dealer—Detroit News—New York News— 
Philadelphia Inquirer—Pittsburgh Press— 
St. Louis Globe-Democrat—W ashi Ster 


} 
and consumers 


Current Circulation 


5,900,000 families 
17,700,000 readers 
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Do You Know 


there are more single family homes in 
the Boston Market Area’ (ti) than in the 


cities of New York or Chicago— 


36,528 more than New York 
120,880 more than Chicago 


and more than in the FOUR cities of Cleveland, 
ot. Louis, Milwaukee and Cincinnati COMBINED. 


The Boston Market is surpassed only by 
New York in density of population — and 
Che Boston Post is its largest Daily Newspaper 


EVERY DAY 
The Boston Post sells 224,146 MORE copies than the Morning Herald 
The Boston Post sells 21Z,ZOO MORE copies than the Morning Globe 
The Boston Post sells 207,751 MORE copies than the Evening Globe 
The Boston Post sells 183,717 MORE copies than the Evening Traveler 


The Post outsells the Morning Globe and Morning Herald COMBINED 
by 93,053 copies, and the Evening Traveler and the Evening Globe 
COMBINED by 47,675 copies, including ALL their DUPLICATION 


ene - _— 
- 
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You can build your best sales campaign in the BOSTON MARKET 
through the advertising strength of The Boston Post 


: Compare this latest net paid , 
ly circulation of The Boston Post —> 
S Seceentaae 343 : 4 9 3 


THE BOSTON POST has by far the largest circulation of any daily newspaper published in this closely-knit, 
wealthy area. It is practically all home delivered, and is consistently read by many thousands more families with 
$3,000 to $10,000 yearly incomes than any other Boston newspaper.** The Post has no premium acquired 


Farr aTrt< 7 


Morning Globe 131,093 
Evening Globe 136,042 
Morning Herald 119,647 
Evening Traveler 160,076 


y’ circulation—no compulsory combination of morning and evening editions—no self-duplication of morning and evening 
“an readers—no PRE-DATE or Bull-Dog Editions—and very few street sales. 
a % Data obtained in a study of Greater Boston just completed by Eastern Advertising Co. and made public by the Committee on Industrial Development of the Boston Chamber of Commerce, 


*x Proved by the Boston Newspaper Reader Survey made by Dr. Daniel Starch for the American Association of Advertising Agents ir. co-operation with the Boston Newspapers. 
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ADVERTISEMENT 
COMES 10 LIFE 


AT CONVENTION 


Dramatic Presentation for 


Sanitone Copy 


Detroit, Mich., Feb. 14.—The un- 


veiling of a “living advertisement” 
twelve feet high by eight feet wide 


furnished a smash-hit climax for the 


announcement of national Sanitone 
advertising by Emery Industries, Inc. 


of Cincinnati, O., at a luncheon for 


Sanitone licensees and other guests 
during the convention of the Na- 
tional Association of Dyers and 
Cleaners here. 

The “set” was a-giant replica of 
the first national advertisement in 
full color, which will appear in the 
April issue of the Ladies’ Home 
Journal. The “illustration” was 
posed in person by the charming 
young woman, introduced as “the 
Sanitone girl,” who “sat” in a Chi- 


cago studio for the original four- 
color photograph, and who flew to 
Detroit from New York to grace the 
occasion. 

The staging was a Detroit studio 
production, and was installed the 
night before in the Venetian Room of 
the Book-Cadillac hotel, where the 
luncheon was held. Prior to the un- 
veiling ceremony, the “masterpiece” 
was concealed behind handsome full- 
length curtains, especially made for 
the purpose; and the stage, to all in- 
tents and purposes, was a permanent 
fixture of the conventional band- 
stage on which it was placed. 

The program following the lunch- 
‘20n was under the personal direction 
of Dr. W. T. Reddish, vice-president 
of Emery Industries, Inc., who intro- 
duced T. E. Shine, sales manager of 
the Sanitone division; A. L. Billings- 
ley, president of Fuller & Smith & 
Ross, Inc.; Richard Ziesing, Jr. of 
the Curtis Publishing Company; and 
E. J. Alexander, vice-president of 
Fuller & Smith & Ross. 


Tells Story of Campaign 


Mr. Alexander presented the na- 
tional advertising and merchandising 
plan and described the development, 
purpose and scope of the campaign, 
which comprises not only a strong 
program of national and trade paper 
advertising, but also a comprehensive 
plan of local merchandising as well. 


Slides were used to illustrate his dis- 
cussion of media; and with the 
lights off he showed both a reprint 
and a blow-up of the first national 
advertisement in the beam of the 
lantern projector. 

At the end of this presentation, to 
the accompaniment of a fanfare of 
music, the curtains of the stage op- 
ened and revealed the giant enlarge- 
ment of the initial advertisement, 
under power spotlights. The ap- 
preciation of the audience was evi- 
dent as “the Sanitone girl” turned, 
smiling, from her pose before a 
seven foot mirror, and stepped down 
out of the picture to receive a bou- 
quet of spring flowers and.the plaud- 
its of the crowd. 


Sanitone a New Product 


As the orchestra closed the show, 
the assembled guests rose to cheer 
and then moved up to the stage to 
meet the young lady and demand 
that she autograph their reprints of 
the magazine advertisement just 
shown. 

According to the initial copy, Sani- 
tone is a discovery from the labor- 
atories of Emery Industries, who for 
years have been identified with the 
manufacture and processing of fine 
textiles. Dry cleaners have long 
used a naphtha solvent as the most 
effective means for removing fat 
stains and soils from clothes. To 


WINDEX, first introduced section- 
ally, has gone "national", and this 
 * counter product display has gone 
"national" with it. 
tions have proved its ability to tell 
a quick sales story by exhibiting a 
product that takes the drudgery 
out of window washing. 
DRACKETT organization designed 
the piece, and commissioned "'U S" 
(Cincinnati plant) to produce it. 


Deni expect too 
much of a Clerk 


The retail clerk is surrounded by at least several hundred items. 
He can’t know the sales story of many of them. Lucky if he remem- 
bers price and proper shelf when a customer calls for a product. 


product. 


skill in colorcraft. 
Repeated edi- 


The 


JERGENS consistently talks to 
ultimate consumers right in the 
presence of clerks—and helps 
those clerks make sales! This 
product display affords a color- 
ful tie-up with other JERGENS 
advertising. Gleaming var- 
nished surface imparts lustre 
and prolongs life of the piece. 
Designed 


"US" plant and produced in 
i | | ag 


the Donaldson 


No arguing the fact that intelligent 
effort of clerks is a big factor in 
over-the-counter sales; but there 
is keen competition for clerk’s 
attention—no arguing that, either. 


There is another method—a color- 
ful one—of helping the clerk, his 
customer, his employer and YOUR 
It is the “US” type of 
product display for counter use. 
Attention value, sales story, and 
product itself, all present. 


Whether you originate the design 
or commission “U S” to do it, 
these “U S” product displays contain 
two important ingredients: know]l- 
edge of retail store conditions, and 


A letter or a phone call will bring 
a “U S” man promptly; through him 
the knowledge and skill of the “U s” 
organization is at your disposal. 


in’ the Cincinnati 


plant. 


bat 


The UNITED STATES PRINTING 


& LITHOGRAPH COMPANY 


CINCINNATI 
320 Beech Street 


NEW YORK 
52-V E. 19th Street 


CHICAGO 


205-V W. Wacker Drive 


BALTIMORE 
420 Cross Street 


ADVERTISEMENT COMES TO LIFE 
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Sanitone develops something new in merchandising campaigns. 


naphtha, the patented Sanitone 
method adds an ingredient which is 
effective in removing stains caused 
by perspiration, sugary liquids, rain 
drops, most fruit juices, and plain 
every day dust. Demonstrations in 
licensee plants, according to Emery 
officials, indicate that the Sanitone 
process often removes 2% times as 
much dirt as does the dry cleaning 
process without this ingredient. 

The Sanitone campaign is built 
around two purposes; (a) to help 
quality dry cleaners, as licensees, to 
individualize and distinguish their 
plants from the many lesser cleaners, 
by featuring the Sanitone process 
and promoting it locally with the 
national advertising furnishing the 
background and basis for the local 
promotion; and (b) to enable Emery 
Industries to spread more widely its 
number of licensee plants, and in- 
crease the total consumption of Sani- 
tone in old and new licensee plants. 

The national advertising is there- 
fore planned in part for its direct 
effect on the dry cleaner trade; in 
part for its direct effect on consum- 
ers as purchasers of dry cleaning, 
and in part for its inspirational 
effect on licensed dry cleaners to en- 
courage them to tie in with the 
manufacturer’s national advertising. 

Along with the national advertis- 
ing, direct trade advertising to dry 
cleaners starts in the National Clean- 
er and Dyer to announce and pro- 
mote the consumer campaign. 


Ayer Agency Sponsors 
Commercial Art Contest 


Art and private preparatory school 
pupils with a flair. for commercial 
drawing will have a chance to win 
cash prizes and to see their work 
published under terms of a contest 
sponsered by N. W. Ayer & Son, 
Philadelphia. 

For drawings suitable for the 
cover of the April issue of “Ayer 
School Service,” a publication on 
private school advertising, the 
agency offers prizes of $20, $10, and 
$5. The contest closes March 15. 
Entries are limited in size to 12 by 
18 inches. Only one color in addi- 
—_ to black or dark blue may be 
used. 


J. G. Street Named 


by Distributors 


Jay G. Street has been appointed 
executive secretary of the Advertis- 
ing Distributors Association of 
America, with offices at 123 W. Madi- 
son St., Chicago. A hi-monthly bul- 
letin, “The Ad-Carrier,” is new being 
issued by the Association to member 
firms. 

The annual convention of the as- 
sociation will be held July 6-8 at the 
Schroeder Hotel, Milwaukee. 


Large Campaign for 
Lucas Paints Planned 


An extensive spring advertising 
campaign for Lucas paints will be 
launched by John Lucas & Co., Phil- 
adelphia. Jerome B. Gray & Co., 
Philadelphia advertising agency, are 
in charge. 

New labels and a new trade-mark 
will appear on all Lucas products, 
including paints, painters’ supplies, 
and insecticides. 


Gage to “Cosmopolitan” 


Leslie R. Gage has joined the West- 
ern staff of Cosmopolitan, with head- 
quarters in Chicago. Mr. Gage, who 
was formerly advertising manager of 
College Humor, has also represented 
The Sportsman and The Stage. 
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The SOCIAL REGISTER 
of 
‘ A partial list of Important Advertisers in The American Weekly 
| during 1933, 1934 and 1935 
AC Spark Plug Co. Kops Bros. 
jated Products Kotex Compan 
dna Wallace Hopper Kraft-Phenix Cheese 
Louis Philippe Lambert Pharmacal Co, 
: ject : Lamont, Corliss & Company 
} American Chicle Co. 'ond’s Face Creams 
\ American Kitchen-Products Co. Pond’s Face Powder 
i American 4 Razor Corp. Lea & Perrins, Inc. 
Armstrong Cork Co, Leeming & Co., Inc.. Thos. 
| Associated Oil Co. Lever Bros. Co. 
| Babbitt, Inc., B. T. Lifebuoy 
Recah Nut Packing Corp. = 
ch- Nut Packin; i 
Borden Co. The ig $e Tote Soap 
risto ers Lo, Libbey-Owens-Ford Glass Co. 
— Tooth Paste Lipton, Inc., Thomas J. 
hoed & Williamson 91 ghee — P. 
Ahad - d aiden Form Brassiere Co., Inc. 
_—— — xchange Metropolitan Life Sabene Co. 
j elated reg Mone Model Brassiere Co. 
; Sperapion Seats Plug Co. Nash Motors Co. 
eee a hh co, Cons’d National Biscuit Co. 
Chick rou, Ife Co Th cod National Dairy Products Corp. 
Chr a 8. sd e National Radio Institute 
ry’ ve — Norwich Pharmacal Co., The 
Plymouth Numismatic Co. of Texas 
Sass yo Co. in bee Cleanser 
‘oca-Cola Co. * P r 
Creative Pes Co. Sarg ta 
ewery sd Sonqees Parker Pen Co., The 
Dalmalive Sha Penick & Ford, Ltd., Inc. 
* P Pennzoil Co., The 
pane Ls ore Pensodent Co, The 
‘orn Products Refining : MG 
Gream of Wheat Corporation Pillsbury Flour Mills Co. 


Crosley Radio Corp., The Pare Eee Cenpecation 


nison Mfg. 


0. “4 
du Pontde Nemours&Co.,Inc.,E.1. Planters Nut & Chocolate Co. 


Eastman Kodak Co. Premier-Pabst Corp. 
Endicott Johnson Corp., The rage & Gamble Co., The 
Ethyl Gasoline Corp. ' — 

Fae ee coed C i 

erry-Morse ‘0. . 

Ford Motor Company Pro-phy-lac-tic Brush Co. 


: % poner Oats Company, The 
same 5 ines hy f eynolds Tobacco Co, m5. 
General Foods Corp. Royal Lace Paper Works, Inc. 


Bran Cereals ve Products Co. 
Calumet Baking Powder Schick Shaver, Inc. 
La France ee yt mae pos 

i Scho " pan 
bee, Sabin Sree Sears, Roebuck and 


General Mills, Inc. Seminole Paper Corp. 
Bisquick Simmons aye 
Gold Medal Flour Spool Cotton Co., The 
General Motors Corp. Stanco, Ine, 
Buick Motor Co. Standard Brands, Inc. 
Chevrolet Motor Co. Chase & Sanborn’s Coffee 
Fisher Body Corp. Fleischmann’s Yeast 


Oldsmobile Royal Baking Powder 
‘ontiac Royal Gelatin 
Gillette S Tender Leaf Tea 


wy Razor Co. 
Glycerine Producers’ Ass’n 1 Co. 
Gold Dust Corporation Sta-Rite Hair Pin Co. 
Goldman, Mary T ‘ Stein & Co., A. 

Goodyear Tire & Rubber Co., Inc. Sterling Products Co. 
Hubinger Co., The Bayer Aspirin 

Hudnut, Richard Phillips Milk of Magnesia 
Hump Hairpin Mfg. Co., The Three-in-One Oil Co. 

Jes Co., Walter Travelers Insurance Co., The 


Standard Oil Co., The 


lergens Co., Andrew Union Oil Co. of California 
john Hancock Mutual Life United States Rubber Co. 
Insurance Co, Vanity Fair Silk Mills 

Johnson & Johnson Vick Chemical Co. 

Johnson and Son, Inc., S. C. Wande Co., The 
Johnston Co., A. Warner & Co., Wm. R. 
Kaufmann Bros. & Bondy, Inc. Waters-Genter Company 
<elvinator Corporation Watkins Co., The R. L. 
{leinert Rubber Co., I. B. Welch Grape Juice Ca 
<nox Gelatine Co, estern Company 
Colynos Co., The Whittemore 


What $16,000 buys 
in The American Weekly 


’ A full page in color more than twice the size of 
' any other magazine page in the world ... more than 
55500,000 families at a cost of less than ¥ of a cent 
per family ...The attention of the entire family 
' instead of a single buying factor 


How many 
dn a Dowager S 


Gone MAGAZINES put on a tall hat and charge an out- 
landish price for their advertising space on the premise 
that they are the exclusive journals of the rich. 


These magazines are excellent media for advertising lor- 
gnettes, but the cigarette manufacturer—or, as a matter of fact, 
any other manufacturer—who counts his output by the millions 
has to think also of the Smiths and Jones’s. 


The one sure way to reach the greatest number of ‘‘pack- 
a-day’’ smokers, automobile owners, consumers of food, 
apparel, or any of the other necessities or luxuries of life, at 
the lowest possible advertising cost per individual reached, is 
through The American Weekly. 


Here is a magazine so vitally interesting that it is read 
regularly by more than five and one half million families. 


Some of these people go south in the winter and some of 
them stay at home. But all of them have the money to buy 
the things they want and need. 


If you want more sales, tell these families who read The 
American Weekly your story—for you can do it here more 


Circulation 


CIGARE TTES 
noke? 


economically than you can through any other one form of 
advertising. 

You can do it dramatically, in great color pages, double 
the size of any other magazine page at a cost of less than 
one-third cent per family. 

$16,000 for an inside color page; $17,500 for a back cover; 
$8.50 a line for black and white—she /owest milline rate in any 
national magazine. 


Where this Magazine goes . 


The American Weekly is the largest magazine in the world. It is 
distributed through 17 great Hearst Sunday Newspapers. In 597 of 
America’s 995 towns and cities of 10,000 population and over, The 
American Weekly concentrates 67% of its circulation. 

In each of 134 cities, it reaches one out of every two families 

In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 

. . and, in addition, more than 1,885,000 families in thousands of 

other communities, large and small, regularly buy and read The 
American Weekly. 


Where can you spend your advertising dollar more effectively? 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Patmoutve Bupe., Curcaco ... 5 Winturor Souare, Boston .. . 753 Bonnie Brak, Los ANGELES... 222 Monapnocr Buoc., Saw Francisco 


11-250 Generat Motors Bipo., Derroir . . . 1454 Hanna Bivc., Crevetanp . .. 101 Marietta Sr., Atianta . . . 1270 Arcape Bupe.,.Sr. Lous 
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ADVERTISING AGE 


February 16, 1935 


SEAGRAM WILL 
TOP ITS FIELD 
IN ’35 LINEAGE 


New York, Feb. 14.—An outline 
of advertising plans for 1935 was 
presented to about 50 district and 
division managers of the Seagram- 
Distillers Corporation this week at 
the Biltmore Hotel, where it was re- 
vealed that the company, with an 
expenditure of about $3,000,000, may 
be the largest advertiser of gin and 


whisky products in the field this 
year. 

The Seagram plan provides for 
about $2,000,000 to be spent in news- 
papers. At present, there are 185 
on the regular list. The organiza- 
tion expects to spend about $500,000 
in national magazines. It has under 
consideration the possibility of doing 
outdoor advertising, and this may 
run into $250,000. 

“I personally believe the distilled 
liquor code authority, with its 
standards, has been of great bene- 
fit to distillers,” said David M. Da- 
vies, advertising manager. “Some 
of the early advertisements look 
very funny compared with today’s 
copy. Certainly liquor advertising 
is improving. 

“The one thing 


that needs cor- 


rection more than anything else just 
now is to do away with illustrations 
showing young women drinking. We 
are making certain that our adver- 
tising will contain nothing  ob- 
jectionable.” 


Plan Color Pages 


The advertising to be run in 
magazines will be full pages in color, 
playing up first the Seagram name 
and then the products. The adver- 
tising will capitalize the fact that all 
the brands fall under a single fam- 
ily name. These brands are Sea- 
gram’s V.O. and 83, Five Crown and 
Seven Crown, Ancient Bottle, Pedi- 
gree, bourbon and two gins. 

The magazine list includes Amer- 
ican Legion Monthly, American 
Magazine, Collier's, Cosmopolitan, 


Esquire, Fortune, Harper’s Bazaar, 
House & Garden, Life, New Yorker, 
Red Book, Time, Vanity Fair and 
Vogue. 

At this week’s meeting delegates 
were given photographic proof that 
Seagram’s whiskies and gins are ac- 
cepted as leading brands by retail- 
ers, many of whom during the past 
year featured consistently special 
displays of the products. Some 
stores maintained a Seagram sec- 
tion, made possible by the variety 
of items under the Seagram banner. 
This idea will be promoted in con- 
junction with the 1935 advertising 
program. There will also be an ar- 
ray of window display helps for re- 
tailers’ use. 

Retail figures exhibited at the 
meeting showed that Seagram Crown 


Wi 


Hy 


aa 


*New state census 
figure as of Jan- 
uary I, 1935. 
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‘ Hy | iil | 


New York 


OMPETENT authorities estimate that Florida’s 1,700,000* 
permanent residents will be equalled in number by winter 
visitors when the season reaches its peak late this month. 

For the next 30 days or more (almost, in fact, until April 1) 
any advertising appeal to Floridians will also reach this plus mar- 
ket which is as large as the total population of South Carolina or 
West Virginia. A market of incalculable spending power com- 


posed largely of adults who have money to spend and who are in 


6xtLa 


any 


_/as Big asWest Virginia 
WU Bach Advertising Appeal 


FLORIDAS REGULAR MARKET 


Florida for the express purpose of spending it. 


As always, the way to reach the wealth of immediately re- 
sponsive buying power represented by resident Floridians and 
visitors is through the statewide circulation of the Times-Union 
which blankets Florida’s largest single market, Jacksonville, and 


gives amazing coverage of lesser Florida communities. 


Che Florida Cimes-Union 


KG, LARGEST CIRCULATION IN JACKSONVILLE 


FLORIDA'S LARGEST NEWSPAPER 5¢ 
Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Daily 


Chicago 


Detroit San Francisco 


GARNER & GRANT, Atlanta, Georgia 


[E- 


FOR 30 DAYS ONLY 
Market 


Los Angeles 


whiskies in one state from July to 
Dec 31 last year climbed steadily 
upward to a weekly sale of 15,000 
cases. 

In the competitive section of the 
meeting, attention was given to 
stock turnover in answer to a chal- 
lenge of another distiller who gives 
the retailer a 40 per cent profit 
against 34 per cent on Seagram’s 
Crown blends. 

Advertising figures in the _ in- 
creased turnover of the Seagram 
brands, it was stated. Seagram’s 
moves four to six times more 
quickly than many competitive 
brands and on each $100 investment 
in Seagram’s within a definite time 
a dealer can make $93 more than on 
higher profit blends that do not 
move. 

Newspaper advertising will be 
used to meet competitive situations 
as they arise as well as for general 
promotion of the brands. During 
the past week there appeared in the 
full list of newspapers an advertise- 
ment intended to correct the impres- 
sion of public and trade alike that 
the popularity of the Crown blends 
had left the company without aged 
stock. 

Another recent newspaper adver- 
tisement that created considerable 
comment quoted the numerous 
claims appearing in competitive 
copy and tending to confuse the 


consumer. These include “percent- 
ages,” “averages,” “richer,” ‘“mel- 
low,” “fullness,” “front back side 
labels,” etc. 

“Out of all the confusion of 
words,” Seagram’s ad said, “you 


have but one thing to remember. 
More Seagram’s Crown whiskies are 
sold in America than any other 
brand regardless of price.” 


Huge Markets 
Still Awaiting 
Fire Insurance 


New York, Feb. 14.—Casualty 
insurance has been sold to more of 
the businesses that need it than has 
fire and inland marine insurance, ac- 
cording to a survey just completed 
by the National Association of Credit 
Men among 12,000 manufacturers 
and 10,000 wholesalers. The market 
for ten kinds of casualty insurance, 
including fidelity bonds, is 67 per cent 
saturated while the market for 16 fire 
and inland marine lines is only 39 
per cent saturated. 

These facts were compiled from 
the survey by Jarvis Woolverton Ma- 
son for The London Assurance and 
associated fire insurance companies. 

Curiously enough the most widely 
used casualty line, in comparison 
with the extent of the market for it, 
is not compensation insurance but 
truck public liability and property 
damage. Ninety-six per cent of those 
who operate trucks have this cover- 
age. Brokers and agents have not 
been over-diligent in going after the 
few optimists who do not carry it, 
however; only 12 per cent of these 
have been solicited. Twenty-one per 
eent of this business—by number of 
lines, not volume of premiums—is in 
mutuals. 
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February 16, 1935 


ADVERTISING AGE 7 


GREAT FICTION 


paves the Road to keadership § 


Cosmopolitan rises from llth to 


4th place in the readership of 
88,431 


WOMEN WHO ARE BUYING 


Cosmopolitan’s present position 


women asked for their most con- 


WOMEN show their growing 
regard for GREAT FICTION 


EN YEARS AGO Edwin Bok, in his Autobiog- 
raphy, shrewdly noted the way in which men’s and 
women’s interests were converging...predicted edi- 

torial changes if women’s magazines were to continue their 
monopoly of women’s attention. 


Here is graphic evidence of Mr. Bok’s foresight. 


For four years, various advertising agencies (acting inde- 
pendently for Good Housekeeping and Time), asked thou- 
sands of women, who were buying foods, drugs and house- 
hold wares in sundry cities, about their favorite magazine. 
88,431 women replied to Good Housekeeping, 14,844 to 
Time—or 103,275 altogether. 


Good Housekeeping naturally maintains first place. But 
the only other magazines of mass circulation which women like 


better today than they did four years ago are the Saturday 
Evening Post (5th in 1931, 2nd in 1934) and Cosmopolitan 
(which rises from 11th to 4th). 


More than all other magazines (only one of which, a 
weekly, even held on to its former place) the Post and 
Cosmopolitan rely on their Great Fiction to attract and 
hold reader interest. 


Neither Cosmopolitan nor the Post goes out of its way 
specifically to attract women. Both appeal to the whole 
family...the Post particularly leaning to the masculine. 


Yet women like them, and since reader interest is the 


starting point of advertising value, it must be true that 
GREAT FICTION paves the 


; % 
ROAD to READERSHIP. Cosmopolitan 
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SODA BOTTLE 
CALLED 1934 
BEST PACKAGE 


Hoffman, of Newark, Wins 
Wolf Trophy 


New York, Feb. 14.—Winners of 
the awards for distinctive merit in 
packaging design, those winning 
awards for distinctive merit in tech- 
nical packaging development, and 
the fourth Irwin D. Wolf trophy win- 
ner were announced Tuesday by 
Alvin E. Dodd, executive vice-presi- 
dent of the American Management 
Association, sponsoring the competi- 
tion. 

’ The winning packages and all of 
the 400 entries will be exhibited at 
the Fifth Packaging Exposition to 
be held at the Palmer House, Chi- 
cago, March 5-8. The Wolf trophy, 
an aluminum humidor for cigars and 
cigarettes, especially designed for 
the award, will be presented at a ban- 


quet at the Palmer House March 5. 

The Hoffman Club soda bottle, en- 
tered and used by Hoffman Beverage 
Company, Newark, N. J., and de- 
signed by Thomas D’Addario of that 
concern, was designated as the win- 
ner of the Wolf award “for the best 
package developed and placed on the 
market during 1934.” The bottle was 
judged first in the classification of 
glass, and then was voted the out- 
standing package among those which 
won awards for distinctive merit in 
packaging design in the following 
classifications, together with pack- 
ages in these classifications which 
won honorable mention: 

Tin containers: Commander Motor 
Oil can. Entered, used and designed 
by Montgomery Ward & Co. Honor- 
able Mention: Pebeco Tooth Powder 
can. Entered by Continental Can 
Company, Inc.; used by Lehn & Fink 
Products Company. 

Glass containers: 
Soda bottle. Entered by Hoffman 
Beverage Company; designed by 
Thomas D’Addario. Honorable men- 
tion: Caldwell’s Rum for Cocktails. 
Entered and used by A. & G. J. Cald- 
well, Inc., designed by Egmont Arens. 

Wood containers: Fancy Fruit and 
Vegetable Display crate. Entered 
and used and designed by General 
Box Company, Inc. 

Tubes: Colgate’s Rapid Shave 


Hoffman Club 


TWO PRIZE WINNERS IN ANNUAL PACKAGING CONTEST 


These containers won for Montgomery Ward & Co. first prizes in the metal container class and the 

folding carton class of the better packaging contest sponsored by the American Management Asso- 

ciation. A wide comfortable handle is one feature of the Commander motor oil container. The Ward 
Standard spark plug carton contains ten separate cartons, each holding one plug. 


Cream, giant size. Entered and used 
by Colgate-Palmolive-Peet Company; 


SALES MANAGERS! 


Don’t Overlook the Great 


Catholic Market When You Set 
Out to Break a Record This Year! 


Money is plentiful in the Catholic 


Market! 


Hundreds of plans are now being 
made by Catholic institutions 
everywhere for new buildings and 
large scale improvements. 


Millions of dollars are to be spent 
in 1935 for furnishings and fix- 
tures, automobiles, foods, drugs, 
insurance and building materials 
and equipment of all kinds. 


Extension 


Only Extension Magazine can lead 


you right to the door of this vast 


market. Only Extension, through 
its unique merchandising service, 
can open this door for you and help 
you to get really profitable orders 
right on the line. 


Inquire about Extension Magazine’s 
effective merchandising depart- 
ment. Learn how other manufac- 
turers are using this special de- 
partment to increase their volume. 


Janazine 


The National Catholic Monthly 


360 N. MICHIGAN AVE., CHICAGO 


H. J. Blakeley, Advertising Manager 


designed by Simon de Vaulchier. 

Visible Display Packages: Pepper- 
ell Sheets Package. Entered and 
used by Pepperell Mfg. Company. 

Set-up Boxes: Keyboard Typewriter 
Paper package. Entered and used by 
Whiting-Plover Paper Company; de- 
signed by Verne Hobbs. Honorable 
mention: Gift box for goif balls. En- 
tered by W. C. Ritchie & Co.; used by 
Wilson-Western Sporting Goods Com- 
pany; designed by Paul S. Rumpel 
and Don McCray. Honorable mention: 
Box for playing cards. Entered and 
used by R. H. Macy & Co., Inc. 

Westite closure for tubes. Entered 
by F. J. Stokes Machine Company. 
Contributors: F. J. Stokes Machine 
Company (C. J. Weston, chief de- 
signer); originators of process. 

Standix Cartridge Lubrication Sys- 
tem Kit. Entered by American Cor- 
poration. Contributors: The Lubrica- 
tion Corporation, Bendix Aviation 
Corporation. 

Honorable mention: ‘“Keglined” 
cans for Beer, with suitable opener. 
Entered by American Can Company. 
Contributor: American Can Com- 
pany, complete design. 

“Betsy Ross” Potato Chips pack- 
age. Entered by Reynolds Metals 
Company. Contributors: Ross Pota- 
to Chip Company and H. F. Flecher: 
collaborated in testing and research. 

Reynolds Metal Wrapped Smoked 
Shoulder Chamberlin’s. Entered by 
Reynolds Metals Company. Contrib- 
utor: Package Research Lab. testing 
for shrinkage. 

4 Piece Quick Removable Tierce 
Heading—with curved bilge hoops. 
Entered by The Procter and Gamble 
Company. Contributor: The Procter 
and Gamble Company. 


Personnel of Juries 


The packages were judged by the 
following jury: Paul Hollister, execu- 
tive vice-president, R. H. Macy & Co.; 
Prof. Ralph S. Alexander, School of 
Business, Columbia University; Miss 
Marion C. Taylor, Merchandise edi- 
tor, Vogue; Lucian Bernhard, artist; 
Miss Katherine Fisher, director, Good 
Housekeeping Institute; Miss Alice 
Hughes, feature writer, New York 
American; Frederick C. Kendall, edi- 
tor and publisher, Advertising ¢ Sell- 
ing; Ray M. Schmitz, secretary of the 
carton and new products committee, 
General Foods Corporation; Richard 
F. Bach, director of industrial rela- 
tions, Metropolitan Museum of Art. 

Jury for Distinctive Merit in Tech- 
nical Packaging Development: Elmer 
Sheets, associate editor, The Drug 
and Cosmetic Industry; Miss Alice 
Blinn, associate editor, Ladies’ Home 
Journal; Dr. Stroud Jordan, Stroud 
Jordan Laboratories; James Henry, 
Manager, E. Pritchard, Inc.; A. B. 
Shell, production managers, Hills 
Brothers Company; Wm. M. Bristol, 
Jr., vice-president, Bristol-Myers Com- 
pany; J. C. Lewis, secretary, E. R. 
Squibb & Sons. 

The various packages entered in 
the awards for distinctive merit in 
packaging design, according to Mr. 
Dodd, were judged primarily upon 
their appearance, but sales effective- 
ness and utility were also considered 


in making the award, as well as the 


relationship of the package cost to 
the value of the product, and the ap- 
propriateness of the package for mar- 
keting the product. 

“Linit”, a preparation for the bath 
manufactured by the Corn Products 
Refining Company, New York, re- 
ceived the 1931 Wolf trophy for the 
best package developed and placed 
on the market. The second year’s 
award was O’Cedar wax cream, man- 
ufactured by the O’Cedar Corpora- 
tion, of Chicago. Last year it went 
to the Great Atlantic & Pacific Tea 
Company for its Red Circle coffee 
bag. 

Folding cartons: Spark plug box, 
standard quality. Entered, used and 
designed by Montgomery Ward & Co. 
Honorable mention: Single-face cor- 
rugated carton for pastry. Entered 
by Van Doren & Rideout; used by 
Commodore Perry Hotels Company; 
designed by Chas. K. Ellsworth. 

Canisters: Genuine Chevrolet Arm- 
ature Canister. Entered by Sefton 
National Fibre Can Company. 

Family of Packages: Package for 
Old Schenley Rye whisky. Entered 
and used by Schenley Distributors, 

(Continued on Page 38, Col. 1) 


WHAT IS 1,200,000,000 ? 


One billion two hundred mil- 
lion is the approximate num- 
ber of dollars spent by the 
575,000 men readers of Na- 
tional Sportsman and Hunting 
& Fishing during 1934. 


It costs only $1,620 a page to 


address this big market—less 
than 3/10¢ per reader. 


NATIONAL SPORTSMAN 
HUNTING & FISHING 


108 Mass. Ave. Boston, Mass. 
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SOUT 


Farm business in this area in 1934 earns 
a 56% linage gain for Farmer-Stockman 


™se 


| While the 57 farm papers of the United States were showing the greatest business improvement during 
chalking up a gain of 40% in linage in 1934, The the last six months of 1934 in a recent report to 


Farmer-Stockman showed a 56% increase over Sales Management. 


1933. Next 6 months estimated 
This placed The Farmer-Stockman at the top of the at 98% up from last 3 years 


list of semi-monthly farm papers and 13th among 


all 57 papers tabulated by National Advertising 


This activity in Oklahoma and North Texas will con- 
tinue through 1935. Brookmire estimates that the 
Records. increase in consumer income in this section for the 
first six months of 1935 will be 28% ahead of the 


The Farmer-Stockman earned this position because ; 
same period for the past three years. 


of the continued favorable condition of farmers 


throughout Oklahoma and North Texas in 1934. Federal benefit payments to farmers are going 
ahead in excess of a million dollars a week. Winter 
A good wheat crop, harvested and marketed at a wheat is in good condition throughout the territory. 


fair price, started the season off auspiciously. Lavish Feed crops are ample to carry livestock through the 


moisture which matured bumper feed crops and balance of the winter months. 


left the soil in perfect shape for 1935 sowings, And farmers in 'Southwestland" are ready to con- 


closed the year. And on top of this, millions of dol- tinue the buying movement which started in this 


? : area in early 1934. Keep this in mind when plan- 
lars in government benefit payments poured into 


ning your 1935 schedules for the farm market. 
this territory during each month of 1934. 


. Che FARMER-STOCKMAN 


f This farm income, estimated at 27% above the OKLAHOMA CITY OKLAHOMA 
1933 figure, has caused many leading manufac- The Farm Paper of ——f the Southwest 


: turers to class 'Southwestland" among the sections 
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Bad Advertising Defeats Itself 


A remarkable tribute to the power 
of advertising is constantly paid by 
those enthusiastic critics who insist 
that dishonest advertising separates 
the public successfully and continu- 
ously from large sums of money. In 
other words, to hear them tell it, 
advertising is so effective in its ex- 
hortations to purchase that he who 
reads it rushes forthwith to his 
nearest dealer and tells him to wrap 
it up. 

As it happens, advertising men 
have spent years trying to learn 
how to impart to advertising some- 
thing of that imperative quality 
ascribed to all advertising, good, bad 
and indifferent, by those who attack 
it as a devouring monster. Men and 
women in the advertising field are 
well aware that successful advertis- 
ing, operating on a long-term basis, 
as most of it does, is exceedingly 
difficult to create, and they know 
that its most indispensable quality 
is sincerity, reflected in the honest 
and interesting presentation of a 
worthy product or service. 

Thus poor advertising—any kind 
of poor advertising—almost invari- 
ably carries its own penalty and 
corrective in the form of inadequate 
results. As Edward H. Gardner said 
the other day in comparing the 
Hauptmann trial with the daily de- 
cisions of the general public, those 
products which are badly advertised, 
with blatant claims unsupported by 
facts and experience, are quickly put 
at a competitive disadvantage as the 
public registers its disapproval in 
ways no manufacturer can mistake. 


Entirely aside from the question of 
business ethics, and certainly. the 
ethical standards of business men 
have improved constantly over the 
years, it is not good policy to be a 
bad advertiser. Maybe the advertis- 
ing campaign which draws the long 
bow, and intentionally oversteps the 
bounds of fact, of good taste and of 
business ethics, is temporarily suc- 
cessful; but the public, as Ralph 
Lee, of General Motors consumer re- 
search, pointed out not long ago, 
has much more than the 12-year-old 
mentality often ascribed to it, and 
reacts in a way which must be ex- 
ceedingly disappointing to those who 
hope to take advantage of childish 
credulity through their advertising. 

All of this does not mean that 
there should be no supervision or 
regulation of advertising, of course; 
but it does explain why business 
men, most of whom are honest in 
intent, are listening today without 
objection to intelligent criticisms of 
their advertising, and why the idea 
of self-regulation, by advertisers and 
advertising mediums, seems much 
closer to realization than ever be- 
fore. 

When that bright day dawns in 
the advertising field, as it surely 
will, laws will be unnecessary, as 
far as advertising practices are con- 
cerned, because advertisers will 
finally have learned that advertising 
pays best when it is written and 
published with the determination 
that it shall represent a service to 
the public as well as to the adver- 
tiser. 


Professional Skill—Amateur 
Enthusiasm 


A great typugraphical expert sug- 
gested the other day that the ideal 
equipment for any craftsman is pro- 
fessional skill plus amateur enthu- 
siasm. That might well be the 
slogan of the entire advertising in- 
dustry. It combines in a few words 
the picture of technical ability plus 
the spirit which drives on to suc- 
cess. 

Both qualifications are equally 
necessary. No amount of enthusi- 
asm can make up for lack of knowl- 
edge, ability and experience com- 
bined in the truly professional con- 
trol of technical facilities. The prog- 
ress of advertising has been made 
possible only because of the contin- 
uing development of better methods, 
materials and equipment. 

But the fine enthusiasm of the 
amateur, who plays the game for its 


own sake, and who gets his greatest 
reward out of his own active par- 
ticipation in it, assures not only the 
best use of available techniques, but 
a constant effort to better them. 
The open mind which seeks ever to 
improve the product is part of the 
characteristic amateur spirit. Its 
goal is ever greater achievement. 

In advertising, even more than in 
other pursuits, the combination of 
the best qualities of professional and 
amateur finds its best expression. 
The sparkle of copy written deftly 
and with just the right touch, and 
the brilliant production of type and 
picture and color to reproduce for 
the reader what the creative de- 
signer intended—these represent the 
ultimate achievement reflecting pro- 
fessional ability and amateur enthu- 
siasm. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any 
nationul advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE. 
No. 709. Advertising in Women’s 


Magazines, 1934. 

Advertising revenue received by 
six women’s magazines in 1934 is 
shown in graph form in this Good 
Housekeeping presentation, with 
separate graphs for account classifi- 
cations. 


No. 702. Who's Who—and Where. 

Retail and wholesale drug route 
list, for Syracuse, N. Y., and cities 
and towns within 16 counties. Com- 
pounded by the Syracuse Post-Stand- 
ard. 


No. 712. The People’s Choice. 

The Rising Paper Company shows 
Rising Fiscal Bond as used in nine 
different letterheads. Another new 
portfolio, “Red Lion Text,” displays 
five different art treatments repro- 
duced by four printing methods on 
Red Lion Text paper. 


No. 713. Get Busy, Detroit! Digest 
Motorists Are Going Places and 
Doing Things. 

In the spring of 1934, the Conoco 
Travel Bureau, a division of the Con- 
tinental Oil Company, purchased 
space in The Literary Digest and 
other publications to advertise a 
trip-planning service. This booklet 
compares results obtained for the 
advertiser. 


No. 714. 
gest. 


Editorial and advertising features 
of Collegiate Digest, gravure maga- 
zine section distributed with college 
newspapers, are described in this 
presentation. 


No. 715. What Do You Do When 
There Ain't No Fishing? 


Presents findings of a survey made 
among readers of Hunting and Fish- 
ing to discover data on ages, occupa- 
tions, automobile ownership, club 
membership, travel plans, and insur- 
ance. 


Facts About Collegiate Di- 


No. 716. This Is a Sort of Journey 
I Never Thought to Go. 


The most stimulating background 
for effective advertising is powerful 
fiction, this Cosmopolitan presenta- 
tion declares. Cited as one example 
is the story contained in the well- 
known poem “Over the Hill to the 
Poorhouse.” 


No. 717. The Household Searchlight. 


Household Magazine pictures in 
this brochure the operation of the 
Household Searchlight, the publica- 
tion’s testing institute, where 138 
nationally advertised products are 
now being tested in a home setting. 


No. 674. Proof of Leadership. 


This folder furnishes statistics on 
results of a survey made in 25 cities 
to discover the preferred magazine 
covering the automotive field. Ac- 
tual photographs of establishments 
receiving Motor magazine add inter- 
est to this circulation breakdown and 
analysis. 


No. 642. Making a Hard Game Easy. 

A case history detailing the ex- 
periences of national advertisers who 
have solved the problem of closely 
tying up their advertising to their 
dealers’ stores by using classified tele- 
phone directories. Includes a com- 
plete description of this service, how 
advertising may be spotted in areas 
most desirable to cover, etc. Pub- 
lished by American Telephone & 
Telegraph Company. 


No. 676. More Facts on Radio Lis- 
tening by Income Levels from OBS. 
CBS reveals findings of a coast-to- 

coast radio survey involving 88,462 

personal house-to-house calls. Ex- 

tremely interesting are statistics on 
total radio ownership, periods of 
daily listening by the “Clancys” and 


CAN YOU BLAME A MAN FOR TURNING SOUR? 


—Ballyhoo. 


"And still business is lousy!" 


Voice of the Advertiser 


Philco Copy Performs 


Two Tasks at Once 


To the Editor: We are sending you 
herewith for your interest and in- 
formation a copy of a Philco adver- 
tisement appearing in the Saturday 
Evening Post of Feb. 9 and Collier’s 
Feb. 23. ; 

It is significant, from the advertis- 
ing point of view, we believe, because 
it links private endeavor with public 
service, thus marking a further step 
in the present trend to elevate adver- 
tising from purely private promotion 
to programs with broader and more 
far-reaching implications. 

FRANK A. HUTCHINS, 
Hutchins Advertising Com- 
pany, Inc., Rochester, N. Y. 
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Club’s Vocational Group 
Places More Than 80 Men 


To the Editor: One of the most 
useful activities of the new Chicago 
Federated Advertising Club has been 
its vocational committee; and because 
it seems to be a kind of service which 
all clubs can render to advantage, I 
am writing to tell you about it. 

Our committee has succeeded in 
making more than 80 placements in 
the few months since we inaugurated 
this work. Most of the positions have 
been permanent, a few temporary. 
They include such positions as sur- 
vey work, copy writing, research 
work, publicity, selling, sales promo- 
tion, direct mail, art work, etc. Both 
men and women have been aided in 
finding employment. 

Employers as well as employes 
have been enthusiastic about the 
service rendered. Although no charge 
is made to either party, and although 
the cost of maintaining a personnel 
service of this character is consider- 
able, we believe that the effort is 
more than justified. 

No doubt other advertising clubs 
have been active along this line, but 
for the benefit of those which have 
not, we are recording our successful 
experience. 

Pauw I. ALDRICH, 
Chairman, Vocational Com- 
mittee, Chicago Federated 
Advertising Club, Chicago. 
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Mussolini Grateful 


for Streamlox Braces 


To the Editor: If I remember cor- 
rectly, you expressed an interest in 
learning whether we had any reply 


the “Delanceys,” ownership of extra 
sets and automobile radios, percent- 
age of sets in working order. All 
figures are broken down by income 


classes. 


NEW ASSIGNMENT 


P WYGLEC O  perrorms a onear rusiic 
SERVICE FOR MILLIONS EVERY DAY IN THE YEAR 


pote ce tae caper cemmne Nerng he Nd 


Paice 


from Il Duce in connection with our 
gift to him of a pair of Pioneer 
Streamlox braces, which we sent him 
when we read in the newspapers 
that the braces he had been wear- 
ing at cornerstone-laying exercises 
in Italy, had suddenly broken, throw- 
ing the entire proceedings into com- 
plete chaos. 

You will be interested, therefore, 
in learning that the Royal Consul 
General of Italy has conveyed to us 
a message to the effect that the Min- 
istry of Foreign Affairs thanks us 
for our kind letter dated Oct. 26, 
1934, and the enclosure addressed 
by us to His Excellency the Head of 
the Italian Government. 

Moriz M. DREYFUS, 
Pioneer Suspender Company, 
Philadelphia. 
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Reader Objects to 


“Singer of Songs” 


To the Editor: For a long time I 
have been irked by the expression, 
“sweet singer of songs,” which seems 
to have crept right in and squatted— 
along with “once again we hear” and 
“this program comes to you”—on the 
midget lexicons of all radio announc- 
ers. What else, in the name of Al- 
lah, would a singer sing, if not 
songs? 

And now I find it in one of my 


favorite publications, ADVERTISING 
Ace. (See caption over picture of 


Gale Page on Page 30 of your Jan. 12 
issue.) I realize that the National 
Broadcasting Company is probably 
more responsible for this particular 
usage than you, but I am still won- 
dering if something can’t be done— 
at least among editors—about this 
atrocity. Can’t we pass a law, or 
something? 
GrorcE F. TAUBENECE, 
Editor, Electric Refrigeration 
News, Detroit, Mich. 
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ADVERTISING AGE 
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W. WERE recently showing a publisher 
from out of town through the News Building. 
He was enthusiastic about our mechanical 
facilities, but hugged to his breast a conviction 
that nobody could get out as good a newspaper 
in New York as he gets out in Hooplah. 

“The place is too big,” he said. ‘““You have 
to get out a newspaper for millions of people you 
don’t know and never see. You can’t have any 
intimate note in your paper, or keep in touch 
with your public—”’ 

“Oh yeah?” we asked him coldly. “Just 
come this way... .” 

We took him down to our main floor and 
into a large store location fronting on Forty- 
second Street. Our auditor gnashes his teeth 
several times a year when he thinks of the rent 
we might be getting for this space, but aren’t— 
because it is occupied by The News Information 
Bureau. It is a large, long room, full of posters, 
placards, file cases, counters and people— 
mostly people. The people at the time consisted 
of one elderly gentleman who wanted to know 
how many votes were cast for Al Smith in 1928; 
a girl who wanted the issue that had her cousin’s 
picture in the Brooklyn Section last May, or 
maybe it was June; a woman who wanted a 
back number which carried a particular recipe; 
a young man inquisitive about the best auto- 
mobile route to Phoenix; a Brooklyn matron 
who was trying to make up her mind between a 
Mediterranean and a West Indies cruise; a 
woman who wanted to know how to get to 
Staten Island; a salesman who was interested in 
the first plane for Richmond, Va.; two youths 
were doing a little offside chiseling on a class 
exercise in history; and a half dozen others with 
varied quests. 

“We don’t have to keep in touch with our 
public,” we told our friend from Hooplah. “It 


Cmiyp and ee Ua 


ALL THE TIME! 


keeps in touch with us. In 1934—exclusive of 
people who had business with The News, press 
agents with exclusive releases, guys who had 
solved the Lindbergh kidnapping, suburban 
hostesses with club notices, people who wanted 
their pictures printed, people who didn’t and 
other guests of the editorial department—there 
passed through these portals 166,973 people!” 

““Migosh!”’ said the man from Hooplah. 

“That doesn’t include the plant visitors—” 

‘Plant visitors?” 

“to the number of 59,608. The plant 
visitors go around with guides to see how the 
paper is put together.” 

“And what do all the others come for?” 
Hooplah wanted to know. 


“Well, 39,067 wanted information—how far 
is up, when was St. Brendan born, how to take 
out citizenship papers, and what is a baloney 
dollar worth? There were 57,940 who came in 
to buy something—booklets, pictures, recipe 
books and various services. There were 18,161 
who consulted the Travel Bureau—on routes, 
cruises, fares, schedules and how to get from 
here to somewhere else. And there were 51,805 
whose missions we cannot class as otherwise 
than Miscellaneous.” 

“*Miscellaneous?”’ 

“Very. In March some 2,000 wanted to 
know how to make out their income tax. In 
February 1,000 wanted information or tickets 
for our Golden Gloves. In one month 5,000 
parents came in with pictures of their children 
they wanted us to admire before registering in 
our Beautiful Child Contest.” 

» , Phew,” whistled Hooplah. 

_ “And then the Information Bureau alone 
got 70,172 phone calls—of which 9,473 were for 
information; 4,000 were for travel inquiries; and 
the others were for all sorts of things. These 
Information Bureau calls, of course, do not 
include the 20,000 to 40,000 calls a month for 


NEW YORK’'S 


sports information. The sports department takes 
care of those.” 

“It all sounds like telephone numbers to 
me,” said Hooplah. 

“So any time any of our editors feels that his 
finger has momentarily slipped off the pulse of 
our great public, he can wander in here and see 
large and varied cross sections.” 

“T’ll say,” assented Hooplah. 

“Or you can look at the reader mail. Last 
year over 3,500,000 communications of various 
sorts were received from our readers. They 
participate in the contests, contribute to feature 
departments, write for information and various 
services, or just take pen in hand and tell us 
that we’re perfectly right or absolutely lousy.” 

The man from Hooplah was shaking his 
head sadly. “Three million,” he said. ‘““That’s 
almost 10,000 a day. Do you read ’em all?” 

“We don’t personally,” we told him, “but 
there are gobs of people around here who do.” 

“But who pays for all this?” . 

“We do. We pay, and pay, and pay, just to 
keep that intimate note you talk about. It’s part 
of the price of keeping in touch with the New 
York public.” 

The publisher from Hooplah shook his head 
sadly. “This has all been mighty interesting. I 
hope you’ll come out and see us sometime. We 
haven’t got a big establishment like this, but we 
get out a mighty fine little paper in a mighty 
fine little town.” 


“We bet you do.” 
“Good-bye.” 
* * * * * * 


We hope you’ve enjoyed this little voyage 
through our Information Bureau. 

And if you could use a little more of the 
Personal Touch in your New York advertising, 
just get in touch with us! 


Tribune Tower, Chicago » Kohl Building, San Francisco + 220 EAST FORTY-SECOND STREET, NEW YORK CITY 
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JAYSON SHIRT 
TO MAKE DEBUT 
IN ADVERTISING 


Old House Plans Its First 
Campaign 


New York, Feb. 14.—In what is 
expected to develop into the largest 
campaign ever run on a single item 
in the shirt industry, F. Jacobson & 
Sons hold out promise, in present- 
ing the Jayson shirt, of relieving the 
pneumogastric nerve of American 
males and ridding them of a diet of 
starch heretofore externally and pain- 
fully taken. 

The attack on the problem is three- 
fold. It embraces the use of national 
advertising, of cooperative advertis- 
ing and merchandising, all coordi- 
nated. The exciting surface of the 
campaign overlays a trade struggle 
between a number of large companies 
over patents, but this will not creep 
into the copy. 

F. Jacobson & Sons is one of the 


large shirt manufacturers of the 
country. The organization has been 
in business nearly 50 years, with na- 
tional distribution, yet this is its 
first national advertising campaign. 
It has been a volume producer, but 
its shirts have been sold to stores for 
resale under private labeling. The 
Jayson shirt campaign and merchan- 
dising uniquely provides a combina- 
tion of the benefits of national and 
private brands to dealers who want 
to avail themselves of this feature. 

With the introduction of the new 
processed collar, the company de- 
cided to enter a concentrated drive, 
With the lineage anticipated under 
the cooperative advertising program 
combined with the national lineage, 
the firm expects this to be by far the 
largest shirt campaign ever put over 
and that Jayson will be the name 
most frequently heard in consumer 
conversations and discussions on 
men’s shirts. 


Largest Shirt Lineage 


The magazines to be used give the 
campaign a readership, it is said, of 
20,000,000. On the list are Collier's, 
Esquire, Fortune, Good Housekeep- 
ing, The New Yorker, The Saturday 
Evening Post and Time. The first page 
will break in the Post March 5 fol- 
lowed by pages in Collier's, Time and 
the others, comprising what one of the 
magazines claims is the largest line- 


| age ever run on a single shirt in one 
campaign. 

In charge of the campaign is Al- 
fred J. Silberstein, Inc., whose execu- 
tives set out early during the plan- 
ning period to obtain a description 
of the product development by an 
outside writer. The result was that 
Edwin C. Hill, said to have an audi- 
ence of more than 26,000,000, wrote 
an article which has been published 
in booklet form under the title, 
“The Human Side of the News on 
The Jayson Shirt.” 


Will Inject Humor 


This will be featured in the na- 
tional and cooperative copy. For 
the most part, it seeks to show men 
the way to free themselves of the 
“neck vise” by citing, amusingly, a 
few shirt stories. Popular fancy is 
expected to take hold of his descrip- 
tion of the Fiji chief with a shirt 
tail 200 yards long, and of the Amer- 
ican member of the House, who some 
years ago grew a big beard and dis- 
pensed with the high white collars 
affected by other national lawmakers. 

In designing the cooperative cam- 
paign, the agency and advertiser 
aimed at a goal of greater helpful- 
ness to the dealer than commonly 
done by national advertisers. In- 
stead of preparing the campaign and 
telling the dealer that it is running 


MULTIPLY 
THIS CROWD 


and you'll form an idea of 


WTIC’s Radio Audience 


"PLEASE PULL THAT RIP CORD!" 


’ 


Cutler-Hammer, Inc., Milwau 


Startling shot of parachute jumper used in current advertising of 

ia discussing control of power. The 
photograph was made no higher off the ground than the studios 
of Underwood & Underwood. 


Shepard to Give Entire 
Time to Yankee Network 


John Shepard, III, has turned over 
the management of the Shepard de- 
partment stores in Boston and Provi- 
dence to others in his organization, 
and will henceforth devote his time 
exclusively to the management of the 
Yankee Network. 

Mr. Shepard will make his head- 
quarters at the Hotel Buckminster, 
Boston, home of stations WNAC and 
WAAB. The stations’ studios are be- 
ing renovated and redecorated. 

Leland Bickford has been appointed 
editor-in-chief of the Yankee Network 
News Service. 


Joins “Age-Herald” 

Ted Van der Veer, of Van der Veer 
& Co., Birmingham, Ala., direct mail 
advertising agency, has resigned to 
become associate editor of the Birm- 
ingham Age-Herald. He _ succeeds 
Judge Charles N. Feidelson, now as- 
sociated with the Federal Emerg- 
ency Relief Administration in Wash- 
ington. 


Doane and Co. to Stage 


Tensilastic Campaign 


American Wringer Company, Woon- 
socket, R. I., has named Doane and 
Co., 228 E. 45th St., New York, as 
exclusive agents for sale of Tensilas- 
tic rubber printing plates and rubber 
rollers for engraving, in New York, 
New Jersey, and Pennsylvania, exclu- 
sive of Philadelphia. 

The Doane company plans an ad- 
vertising campaign for the products, 
directed to printers, greeting card 
and wallpaper manufacturers. Tan- 
koos, Nevinger & Co. are handling 
advertising of Tensilastic products. 


Hall Company Makes 
Srill Vice-President 


E. A. Srill has resigned as presi- 
dent of General Box Company to be- 
come a vice-president of the W. F. 
Hall Printing Company, New York, 
in charge of finances. He will as- 
sume his new duties March 1. L. 
A. Smith and R. M. Daily have left 
the Hall Company. 


Eliminates waste circulation 


Note well this important fact in con- 
sidering station WTIC. You are reach- 
ing a tremendous audience—far larger 
than you probably expect. WTIC’s 
primary coverage area has a population 
of 1,580,000. In its secondary coverage 
area are an additional 680,000. (Jansky 
& Bailey survey figures). 


Nor are the people in the WTIC Com- 
munities just “average” prospects. One 
out of three paid an income tax last 
year. Per capita savings bank deposits 
are over 500% greater than for the 


Station 


OWNED BY 


country as a whole. High buying power 
plus low distribution costs (for the area 
is less than 100 miles square) make the 
WTIC Communities America’s No. 1 
test market—a market that consistently 
justifies intensive advertising. 


Station WTIC offers the one way to 
reach this entire market at small cost. 
Talent is available for the skillful stag- 
ing of any type of program. Full par- 
ticulars on request. 


New York office: 
Chicago office: 


220 E. 42nd St.—J. J. Weed, Manager 
203 N. Wabash Ave.—C. C. Weed. Mgr. 


WTIC Hartford, Conn. 


50,000 WATTS 
THE TRAVELERS BROADCASTING SERVICE 
CORPORATION 


A PROSPEROUS POPULATION 


Operated Daily: 7:00 A. M. to 12:00 Midnight 
Sundays: 9 


Member New England and NBC-WEAF Networks 


The W T | C Communities 
IN A COMPACT MARKET 


730 A. M. to Midnight 


he manufacturer or jobber who spends 
real money to place his message in the advertising 
columns of The Council Bluffs (Iowa) Nonpareil knows 
he eliminates that most costly factor in advertising— 
waste circulation. 


This newspaper circulates exclusively in Southwestern 
Iowa; gives complete coverage in more than 15,000 homes 
and appeals to residents of this area. It is an lowa news- 
paper. It contains lowa news. It is read by “the people 
who have Council Bluffs as their natural and chosen 
trading post. 


There is no lost motion, no necessary extra lineage if you 
use The Council Bluffs Nonpareil in Southwestern Iowa. 
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* Sru-PeNpous ! 


. Saige and AGENCY EXECUTIVES have 


long agreed that, when it comes to evalu- 


ating circulation, quality is paramount . . . that 
how good is vastly more important than how big 
. that quantity, without known excellence, 


means exactly nothing. 


Otherwise a one dollar bill would be worth the 
same as a twenty dollar bill . . . elevator cables 
might just as well be made of hemp rope... 
China would be the world’s greatest power . . . 
and an advertiser might just as well use any other 


Chicago daily as THE CHICAGO DAILY NEWS. 


Of course, if all you want is a crowd, you can 
do no better than simply to follow accepted 
circus methods. All you need to pack ’em in is 
plenty of din, a booming voice and the usual 
“Stu-Pendous!” “Gi-Gantic!” 


““World’s Greatest!” As a matter of fact, the 


superlatives . 


only limit to how big circulation can be pumped 
(by means of the Barnum technique) is the 
elasticity of the newpaper’s own conscience . . . 


and, of course, the credulity of the countryside. 


DAILY NEWS HAS MORE HOME-COVERAGE IN Year 1934* 
7 1 7 CHICAGO AND SUBURBS THAN ANY OTHER Daily Mews 6160. vdbeiad .10,329,131 
CHICAGO DAILY NEWSPAPER. Cully Wile oS 8,712,816 
When you buy anybody’s circulation, these days, Didnathitie? 8 Zon. kee ee ae 7.545.386 
you must take the bitter with the sweet. You ; 2 Sunday Tribune .............. 4,264,810 
pay, irrespective of advertising influence, for ie Daily Herald & Examiner....... 4,100,246 
every copy that carries your ad... no matter This being true, The Chicago Daily News, as far gp it ea paren: 3,034,201 
, oo ’ aie back as the records go, has consistently carried more Sunday Herald & Examiner..... 2,590,318 
where it carries it, or whether it carries it any 
advertising than any other Chicago daily news- Sunday Times ............... 428,485 
place at all. 


Knowing this, the thinking advertiser looks well 
beyond mere circulation statements. He appraises. 
He questions. He demands how and of what cir- 
culation is built. What is the basis of the solicita- 


tion . . . copies disposed of or homes reached? 
Crowds or customers? In other words, how 
much of the grand total represents soundly 
built circulation . . . and how much of it is mere 
CIRCUS-lation? (circulation obtained by circus 


methods). 


The only thorough and authenticated house-to- 
house survey ever made in Chicago (and which, 
incidentally, has never been successfully chal- 


lenged) proved definitely that THF CHICAGO 


paper—AND STILL DOES—despite the fact that, 
in 1934, other Chicago newspapers accepted and 
printed over 1,500,000 lines of liquor and medical 
advertising, mot admitted to the columns of 
The Daily News. 


During the year just past The Daily News car- 
ried 19% more total display advertising than the 
second Chicago daily—as against 12% more in 
1929. A greater leadership gained in depression 
years . . . because of a basically sound, solidly 


built circulation. 


LET'S LOOK AT THE RECORD 


TOTAL DISPLAY ADVERTISING _ 


Thus THE CHICAGO DAILY NEWS MAINTAINS its leader- 
ship, by a wide margin, despite the fact that in 1934 other 
Chicago newspapers accepted and printed over 1,500,000 
lines of liquor and medical advertising, not admitted to 
the columns of The Daily News. 


*Authority: Media Reeords, Inc. 


THE CHICAGO DAILY NEWS 


- ‘cages Aome Wews, en 


GEORGE A. McDEVITT CO., National Advertising Representatives... NEW YORK...CHICAGO...PHILADELPHIA...DETROIT...SAN FRANCISCO 
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Merger Forms 
New Canadian 
Major Agency 


Toronto, Canada, Feb. 14.—Amal- 
gamation of E. W. Reynolds & Co., 
Ltd., and MacDonald, Pettis & Might, 
Ltd., under the former’s name, was 
consummated this week, forming a 
new major advertising organization. 
E. W. Reynolds & Co. will carry on 
in the quarters hitherto occupied by 
the agency at 80 King St., West. 

Walter Dandie, who has been vice- 
president of E. W. Reynolds & Co., 
Ltd., becomes chairman of the mer- 
chandising and plan board under the 


merger. This board will embrace 
three divisions of service: market- 
ing and research, creative service 
and message distribution. 

Edward W. Reynolds is president 
of the merged organization, retain- 
ing the title he held with the former 
Reynolds agency. George H. Mac- 
Donald, president of MacDonald, 
Pettis & Might, Ltd., is one of the 
outstanding advertising men brought 
to E. W. Reynolds & Co. under the 
amalgamation. 


“Sunset” in Chicago 
Sunset Magazine, San Francisco, 
has opened its own office in Chicago, 
at 333 N. Michigan Ave. The office 
will be in charge of Marshall Allen, 
as manager of the publication’s Mid- 
dle Western territory. 


Club to Hold Clinic on 
Advertising Failures 


Advertising campaigns which 
failed will be discussed by the Adver- 
tising Managers’ Club of Chicago at 
6:15 p. m., Feb. 19, at the Hotel La 
Salle. 

Campaigns will be presented by J. 
R. Collins, Libby, McNeill & Libby; 
Ed. A. Grossfeld, Alfred Decker & 
Cohn; Marie Fleming, B. Heller & 
Co., chemists; and H. D. Payne, Chi- 
cago Molded Products Corporation. 
The meeting will be open to all ad- 
vertising executives. 


Durand Names BBDO 


The advertising account of the Du- 
rand Company, Cambridge, Mass., 
chocolate and candy makers, has 
been placed with the Boston office of 
Batten, Barton, Durstine & Osborn. 


J. M. Pratt Appointed 
“Herald-Post’”’ Manager 


John M. Pratt, former advertising 
manager of the Chicago Herald and 
Examiner, has been appointed gen- 
eral manager and editor of the Louwis- 
ville Herald-Post. He was recently 
executive director of the Association 
of Real Hstate Taxpayers, Chicago. 

Richard Howell has been named 
advertising manager of the Herald- 
Post, and Arthur L. Collins has been 
made business manager. 


Gets La Palina Account 


The Congress Cigar Company, a di- 
vision of the Porto Rican American 
Tobacco Company, Newark, N. J., has 
appointed Gotham Advertising Com- 
pany, New York, to handle the La 
Palina cigar campaign for the ensu- 
ing year. 


Upon most sales maps San Francisco is a mar- 


ket of major importance. 


Its six hundred odd 


In these homes live at least 2,000,000 men 


and women, boys and girls. 


They wear two 


thousands of good citizens buy Half a Billion 
dollars worth of merchandise yearly. No one 
can afford to overlook a market of that volume. 


The same is true of an even greater market, a 
city within a city. There are more than 600,000 
solid, substantial homes where the NEW YORK 
EVENING JOURNAL is the preferred news- 
paper . . . and always has been, year after 
year, good times or bad. 


The fact is that, without these Journal families, 


no one can possibly do business in New York 
with Maximum Success. 


million gowns and suits of clothes and pairs 
of shoes. They eat upwards of six million 
meals every day. Their bill for tobacco, bev- 
erages, and other amusements is of right sizable 
proportions. They powder their noses and 
touch up their lips and frizz out their hair. 
Their automobiles crowd the highways. 


If San Francisco’s 600,000 people spend 300 
millions, what must the Journal’s 600,000 
FAMILIES spend? 

Their open pocketbooks have meant the whole 
difference between loss and profit to scores of 
manufacturers. 


tHE NECESSARY newspaper 
* 


NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 


STRESS RE-USE 
VALUE OF GLASS 


New York, Feb. 14.—The fact that 
a glass jar used for packing grocery 
products still has uses after it has 
been emptied of its original contents, 
is being cited by Austin, Nichols & 
Co, to increase consumer interest in 
Sunbeam coffee. 

A new twist was given Sunbeam 
coffee advertising when the company 
called attention to the fact that 
housewives can make their own at- 
tractive canister sets by using the 
empty bottle. Sunbeam is one of the 
few coffees packed in a glass jar, 
which is about the size of a mason 
jar, squared. A feature which has 
been stressed in the past is the fact 
that the brand is vacuum-packed in 
glass. 

To promote the use of the empties, 
the agency, Albert Frank-Guenther 
Law, Inc., developed a series of nine 
labels which the housewife may paste 
over the coffee label to make a can- 
ister set, cereal set or spice set. 

These free labels continue to call 
attention to the Sunbeam brand 
which Austin, Nichols have used to 
identify foodstuffs since 1855. Below 
the name of the supplies with which 
the jars are refilled by the house- 
wife appear the words, “Sunbeam 
Pure Food.” 

The idea, developed by R. J. Misch, 
of the agency, is being advertised 
with weekly insertions of about 80 
lines in the Bronx Home News, 
Brooklyn Eagle, New York Journal, 
Sun and World-Telegram. Labels are 
sent to anyone requesting them and 
hundreds of housewives have taken 
advantage of the offer. 


Maker of Coin-Operated 


Games to Start Campaign 


O. D. Jennings & Co., Chicago: 
among the largest manufacturers of 
coin-operated amusement games, have 
entered the list of national advertis- 
ers, with plans for an educational 
advertising campaign on the recrea- 
tional and amusement qualities of 
such games. 

Space has been contracted in For- 
tune, Inland Topics, Sportsman, Time, 
and a group of private club publica- 
tions. Copy will emphasize the use 
of amusement games in the home. 
J. Kenfield Morley is advertising 
manager. 


New Booklet on Men’s 
Wear Issued by “Times” 


The second number of “Men’s Fash- 
ions Today,’ issued from time to 
time by the advertising department 
of the New York Times, has been 
published, featuring articles on fash- 
ion trends and merchandising by Con- 
rad J. Renner, advertising manager, 
Wallach Brothers, and Ray E. Bige- 
low, president, Kaskel & Kaskel. 

The booklet pictures men’s shop 
windows in New York, and repro- 
duces men’s wear advertisements 
from the Times. 


Lay Plans for 50th 


N. E. A. Convention 

A tentative program for the 50th 
convention of the National Editorial 
Association, May 5-12, in New Or- 
leans was drafted at a meeting of the 
convention committee on arrange- 
ments in New Orleans. 

The program includes a luncheon 
to be given by the Association of 
Commerce, a dinner sponsored by 
New Orleans publishers, and various 
sight-seeing trips. 


Everybody WANTS IT 
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ue tensely dramatic statement appeared in one of the 
eighty-two letters recently selected by Mr. Ken R. Dyke 


I" 


of the Colgate-Palmolive-Peet Company to share $1,000 in 
prizes offered by Tower Magazines for incidents of Helpful, 
Friendly Service in Drug Stores. Heartfelt letters, with their 
recital of lives saved; racking pain eased; drab looks trans- 
formed into good looks. It gave us at Tower a new light, not only on how much 


the druggist can do to make a sale and to create the good will that means “‘re- 
peat” sales, but how he can build himself into the affections of his community. 

Of vital interest, too, was the information contained in the additional 
reader-data submitted with the letters—a compilation made from the drug 
store letters with those of two succeeding surveys—grocery store and depart- 
ment store—gave these facts: 


@ 79% of these Tower readers are married 
@ 2.5 average children to a family 


Full details of the survey with an occupational breakdown will be given on 
request and any interested manufacturer or druggist may see a transcript ot 
all the prize winning letters. They provide invaluable sales material. Address 
Research Editor, Tower Magazines, 55 Fifth Avenue, New York, N. Y. 


THIRD PRIZE OF $50 
Mrs. H. G. Thomas, Oakland, Cal. 
Drug clerk saves baby’s life 
by antidote 


SECOND PRIZE OF $100 
Mrs. David Maloney, Murphysboro, Ill. 
Baby owes eyesight to drug clerk 


FIRST PRIZE OF $250 
Mrs. Anna G. Root, Philadelphia, Pa. 
New cosmetics help win 

new position 


Circulation or 
restricted to 
volume markets 


Products Mentioned 
By Tower Readers 
in Prize Letters 


eo ewan 


AGAROL 


AMMONIATED. MERCURY 
OINFMENT 


ANTIPHLOGISTINE 


ELIZABETH ARDEN’S 
SUNPROOF CREAM 


CAMPANA’S DRESKIN . 


CARBONA 
SHOE WHITENER 


CLAPP’S BABY FOODS 
COTY'S POWDER 
CRAZY CRYSTALS 
CUTICURA SOAP 


DR. SCHOLL'S 
ZINO-PADS 


KODAK 
VERICHROME FILM 


GLOVER'S _ 
- MANGE MEDICINE. 


HALIBUT-OlL CAPSULES 
IPECAC 3 


JOHNSON'S 
BABY POWDER 


LISTERINE TOOTHPASTE 


LUXOR MOISTURE. 
PROOF POWDER 


“NORDEX 
PECK’S OINTMENT 
‘POND'S. CREAM. 
POND'S POWDER ° 


TOOTHACHE orors 


Soin PERBORATE 
‘$1.37 SOLUTION 
oe 

-UNGUENTINE, 


WHITE'S COD LIVER 
~Q!L CONCENTRATE — 
TABLETS _ : 


WORCESTER _ | 
SALT TOOTHPASTE — 


_ Now published © 
7 inthe new © - 
: 680-line size — 
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PREMIUM AIDS 
PHILLIPS SALES 


New York, Feb. 14.—Repeating an 
offer made a year ago on a limited 
scale is reported to be creating new 
users of the magnesia tooth-paste of 
Charles H. Phillips Chemical Com- 
pany. An Essex chip-proof crystal 
tumbler is being sold with a tube of 
paste for 25 cents. 

O. Ergenzinger, advertising man- 
ager, explained that the offer made 
a year ago enthused both the trade 
and consumers. The company decided 
to give a larger number a chance to 
profit. Hence the offer is now being 
advertised in 500-line newspaper 
space in leading cities throughout 
new areas. 

The copy describes the tooth-paste 
as the dentifrice “officially” adopted 


. 
by Hollywood make-up experts as the 


fast way to give movie stars bril- 
liantly white teeth. 


Ohioan Suggests Tax on 


Newspaper Advertising 


Newspaper advertising would be 
subject to provisions of the state's 
three per cent sales tax law, under 
terms of a bill introduced in the Ohio 
legislature by Representative Car- 
roll, Cuyahoga County. 

A bill introduced by Representative 
Galehouse, Wayne County, would re- 
peal a section of the law which re- 
quires motor bus companies to adver- 
tise in each county in which they 
operate when a change is made in 
equipment. 


Lamb Succeeds Johnson 


Fred H. Lamb has been transferred 
to Detroit from the Chicago office of 
John B. Woodword, Inc., advertising 
agency, to replace P. O. E. Johnson, 
who has joined the automotive ad- 
vertising department of the New 
York Times. 


“Reserve hour 


“New York Times” Shifts 


lot the New York Times 
tain direct supervision over rotograv 


Louis S. Berger has been 


|vertising department. 


rector. 
as assistant to Mr. Bridge. 


Toy Maker Appoints 


tising. 


Insulite Promotes Temple 
W. 


manager. 


Cominsky, Berger, Emde 


J. R. Cominsky has been made as- 


sistant national advertising manager 
jew ¢ Ti . He will re- 


ure and magazine section advertising. 
made 
manager of the display classified ad- 
Charles B. 
Emde has been promoted to assist- 
jant to Don U. Bridge, advertising di- 
Andrew J. Jordan remains 


Weeden Mfg. Company, New Bed- 
ford, Mass., maker of toy steam en- 
gines, has appointed Rossi & Hirshon, 
New Bedford, to handle its adver- 


M. Temple, formerly district 
manager of the Southern district of 
The Insulite Company, Minneapolis, 
has been appointed assistant sales 


JAYSON SHIRT 


(Continued from Page 12, Col. 3) 
and that he may use it as a base for 
further promotion on his own hook, 
the Jacobson organization planned 
for active assistance in the dealer’s 
own community. 

Through the cooperative program, 
the national advertiser will give the 
dealer 50 cents for advertising on 
every dozen shirts he buys above a 
certain limit. The dealer is required 
to spend an equal amount in the lo- 
cal advertising of Jayson shirts. 

In line with the manufacturer’s 
policy of promoting the individuality 
of the store, which is important in 


A Practical Demonstration of Lithography and Letterpress on this new, improved Offset paper 


Finer detail, greater contrast, stronger color values and better all-around 
performance are assured with the new WHITER LEXINGTON OFFSET. Whether 
you are a producer or a buyer of offset-lithography you will want a 
copy of this new sample book. It illustrates the qualities of this paper 
in one-color offset, duotone, line and flat color, multi-color work 
and type. Write today on your business letterhead for your copy. 


Please address requests to Sales Dept. B 


INTERNATIONAL PAPER COMPANY 
290 East 42nd Street, New York, N. Y. 


Branch Sales Offices: ATLANTA 


Par FL tte 


AWE 


BOSTON - 


CHICAGO 


FUL 


CLEVELAND 


RNATIONAL 


PHILADELPHIA + 


REPRODUCTION 


PITTSBURGH 


OPENING GUN 


the men’s furnishings field, this offer 
holds even when the merchant 
places his own private label in the 
shirt. Provision is made for the in- 
clusion of the private label, if de 
sired, along with the Jayson label. 
For merchants who accept the co- 
operative advertising offer, a series 
of advertisements has been prepared 
and mats will be provided when or- 
dered. This series covers several 
styles of copy, including teasers play- 
ing up the Trojan (Troy, N. Y.) ori- 
gin of the shirt, cartoon continuity, 
and straight retail. 

Features of the new produet are 
brought out in interesting ways, the 
health angle being stressed in many 
of the advertisements. Many writers, 
including Arthur’ Brisbane, have 
commented upon the importance of 
the pneumogastric nerve which 
passes through the neck and is sus- 
ceptible to outside pressures despite 
the fact that it is hidden beneath one 
of the most important blood vessels 
of the body. Stiff collars are charged 
with disturbing this nerve, and copy 
makes capital of the allegation. 


“No Starch Wanted” 


Another interesting angle pertains 
to starch. In a piece of copy under 
the druggists’ symbol, the harmful 
effects of too much starch in the diet 
are discussed. The Jayson people 
charge that starch around the neck 
is quite as harmful as too much 
taken internally. In one advertise- 
ment, Jayson hangs out a sign read- 
ing “no starch wanted.” 

In point of sale presentation, and 
advertising too, the company displays 
the Jayson shirt in a fish tank. The 
tanks are being loaned to merchants 
who buy a certain quantity of the 
shirts. In the water, a Jayson shirt 
is placed alongside others to demon- 
strate that water does not wilt or 
curl the collar. 

During the war a process was per- 
fected for fusing layers of fabric to- 
gether to form a strong wing-cover- 
ing for aeroplanes. It was patented 
in the aeronautical classification by 
the Celanese Corporation, which has 
licensed the Jacobsons to use it in 
collars and cuffs, to form a wiltless, 
non-shrinking band. 

In the meantime, another shirt 
manufacturer investigated and had 
the process patented in the apparel 
division, calling it Trubenizing. Van 
Heusen also has a story of a similar 
sort, and what the legal outcome will 
be is uncertain. 


Book on Retailing 
A booklet entitled “250 Ideas for 
Increasing Retail Sales” has been 
published by the Bureau of Business | 
Information, Extension Division, Uni- * 
versity of Wisconsin, Madison, Wis. 
The price is 50 cents. 
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THREE CHEERS FOR ADVERTISING!!! 


» » » OR WHAT FORTUNE'S READERS THINK OF YOUR ADVERTISING « « « 


AS REVEALED BY 5,700 REPLIES TO A QUESTIONNAIRE MAILED TO 10.000 FORTUNE SUBSCRIBERS 


ECAUSE OF ITS UNUSUAL CHAR- 
B acter and volume, the Advertising in For- 
TUNE becomes part of FORTUNE’s personality. No 
one can pick up a copy of FORTUNE without being 
immediately conscious of Advertising. No one can 
long be a subscriber without developing a def- 
inite psychological attitude toward Advertising. 


The time came when the publishers of FORTUNE 
could no longer resist the desire to satisfy their 
curiosity by finding out exactly how subscribers 
react to that large part of its personality—Adver- 
tising. Would the reaction be a sophisticated 
indifference? Or, hopefully, good-natured toler- 
ance? Or, could it be true that a large number of 
subscribers really relish FORTUNE’s unique collec- 
tion of fine advertisements? 


Putting this delicate question firmly to the test, 
last November FoRTUNE mailed questionnaires— 
exclusively about advertising—to 10,000 alphabet- 
ically-picked subscribers in every state. 


* * * * * 


Soon 2,500 replies were in. Tabulations yielded 
such astonishing results that FORTUNE wondered 
if perhaps only advertising-fans had answered. 
So the remaining 7,500 were recanvassed. Soon 
4,500 replies were in. Finally, as a clincher, the 
remaining 5,500 were recanvassed once more. 
Now, despite the holidays, 5,735 replies are in. 


It is significant that tabulation of the first 2,000 
yielded percentages almost identical with tabu- 
lations at the 4,000 mark and, finally, at the 5,700 
mark. FORTUNE might have spared itself the ex- 
pense of recanvassing. 


des 


It seems to FORTUNE that when 57% of 10,000 
alphabetically-picked subscribers to any maga- 
zine respond to a questionnaire about advertis- 
ing the results must yield something of impor- 
tance to advertisers, agents, publishers. 


THE NET OF IT 


B » 89% of rForTUNE’s subscribers admit they 
ordinarily thumb through both rorTuNE’s adver- 
tising and editorial pages before commencing to 
read its stories. 


2» 76% admit that they are “Frequently” or 
“Always” interested in the advertisements in 
FORTUNE. 


3” 46% admit they have “Frequently” or “Oc- 
casionally”” purchased, investigated, or recom- 
mended products or services for business use as a 
result of advertising in FORTUNE. 


4” 70% admit that they have “Frequently” or 
“Occasionally” made personal purchases as a re- 
sult of advertising in FORTUNE. 


2% 


In Answer to Question No. I: 


“Are you among those FORTUNE subscribers who ordi- 
narily thumb through both rorTuNer’s advertising and 
editorial pages before commencing to read the 
magazine?” 
5,092 or 89% checked “Yes” 
522 or 9% checked “No” 
86 or 2% did not answer 


This confirms the general observation that it is instinc- 
tive to thumb through FORTUNE, page by page, before 
commencing to read it. 


76% 


In Answer to Question No. 2: 


“How often do you find yourself really interested in the 
advertisements in FORTUNE?” 


4,322 or 76% checked “Frequently” 
994 or 17% checked “Occasionally” 
384 or 7% checked “Seldom” 


138 took the trouble to cross out “Frequently” and write 
in “Always”. 


More than 3,500 out of the 5,700 tabulated replies gave 
special praise to FORTUNE'S advertising in general or com- 
mended individual campaigns or classifications of adver- 
tising represented in FORTUNE. 


AG% 


In Answer to Question No. 3: 


“In connection with your business or profession how 
often have you investigated, purchased, or recommended 
the purchase of products or services as a result of ad- 
vertising in FORTUNE?” 


455 or 8% checked “Frequently” \ 16% 
2,188 or 38% checked “Occasionally” 0 
2,668 or 47% checked “Never” 

389 or 7% did not answer 


These results corroborate the judgment of those many 
successful “advertisers to executives”, in varied fields, 
whose striking advertisements add so materially to 
FORTUNE'S Advertising Vitality. Experienced advertisers 
know that an “occasional” big order from a single potent 
FORTUNE reader can readily pay the entire cost of a 


FORTUNE Campaign. 


In Answer to Question No. 4: 


“How often would you say that you have bought mer- 
chandise or services of a personal or domestic sort after 
seeing them advertised in FORTUNE?” 


532 or 9% checked “Frequently” \7 % 
3,449 or 61% checked “Occasionally” | “9°70 
1,523 or 27% checked “Never” 

196 or 3% did not answer 


Mindful of the sophisticate’s unwillingness to admit 
that advertising ever sells him, FoRTUNE does not think 
it is necessary to gild the lily. 


FORTUNE’S FOLLOWING 


The 5,735 returns from the Advertising Ques- 
tionnaire were from paid subscribers only. But 
remember that a sort of Socialism in the Upper 
Brackets has grown up around copies of FORTUNE, 
and gives each home copy not one reader, not two, 
not three, but ten. And not ten casual thumbers- 
through, but ten readers, every bit as interested 
in FORTUNE as its $10-a-year subscribers. Of the 
thumbers-through there can be no calculation— 
but their very curiosity concerning FORTUNE is a 
good indication that they are just as apt to be 
impressed by its advertising as anybody else. 


» To Advertisers, Then, This Equation: 
100,000-and-more paid subscribers + 900,000-and- 
more additional traceable readers + X untraceable 
library-and-club readers + Y casual ‘‘sight-seers”’ 
= FORTUNE’S FOLLOWING 


— = 
POINTS IN CONCLUSION 


Whatever cynical things FORTUNE readers might 
have said about advertising, many a FORTUNE ad- 
vertiser would still have his own ideas about 
what FORTUNE readers actually do when confront- 
ed with a beautiful and believable advertisement 
of product or service they want. (See recent folder, 
“1630 Dimes”, full of typical “results” stories of 
1934 FORTUNE advertisers.) 


The news is that an overwhelming majority of 
subscribers cheerfully confess to a liking for and 
a responsiveness to FORTUNE'S advertising. 


The Advertising Questionnaire gave 10,000 sub- 
scribers a rare chance to take a pot shot at adver- 
tising, yet only a handful did so: 48 out of 5,700 
tabulated complained about ‘“‘too much: advertis- 
ing’’; 18 out of 5,700 expressed distaste for adver- 
tising in general. 


On the other hand, hundreds cheered and more 
than 3,000 took the trouble to mention particular 
campaigns or specific classifications of advertising 
in FORTUNE that most appealed to them. 


It is significant that the sophisticated, buncombe- 
proof kind of people who read rortuNE do not 
look on this kind of advertising merely as an enter- 
taining side-show designed to coax money from 
the unwary. Rather, an overwhelming proportion 
of them confess to their own practical use of good 
advertising. They like it; they buy from it—and 
its very volume appears to add substantially to its 
fascination and effectiveness. 


THE BIG PARADE OF AMERICAN BUSINESS 
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Junior League 
Name Is Barred 
In Advertising 


New York, Feb. 14.—Use of the 
name of the Junior League of Amer- 
ica in endorsement of any commer- 
cial product was denied individual 
members and local affiliates in an 
amendment to the by-laws adopted 
by the executive board at a meeting 
here. While the amendment must be 
ratified by the national convention, 
no opposition is expected. 

One rule reads: “No member shall 
use the Junior League name commer- 
cially for personal benefit.” 


dividuals cannot be prevented from 
endorsing commercial products, but 
they can be forbidden to identify 
themselves with the league in such 
testimonials. 

Another proscription reads: “The 
membership of this league shall not 
use the Junior League name, collec- 
tively or individually, in endorsement 
of a commercially made product or 
service.” 

Thus much of the value of testi- 
monials of individuals in this upper 
bracket of society is lost to adver- 
tisers. 


Appoints D’Arcy 
The advertising account of Bankers 
Life Company, Des Moines, Ia., has 
been placed with D’Arcy Advertising 


National officers explained that in- | Company, St. Louis. 


Herb Donohoe Heads 


Business Department 


Herb Donohoe, recently Eastern 
advertising manager of Photoplay 
and at one time advertising manager 
of Smart Set, has been appointed 
vice-president and advertising man- 
ager of The Stage, New York. 

Robert Warner continues as sales 
promotion manager. Sarah J. Brown 
has been made local manager in 
charge of New York retail store ad- 
vertising. 


Liquor Firm Appoints 

Hulstkamp & Zoon & Molijn, Rot- 
terdam, Holland, have appointed 
Thomas H. Reese Company, New 
York. Newspapers and magazines in 
metropolitan cities will be used for 
Hulstkamp cordials and Old Schie- 
dam Dutch gin. 


RADIO STARTS 
‘30 OFF WITH 
RECORD MONTH 


New York, Feb. 14.—Radio net- 
work advertising got off to a flying 
start for 1935 with a record-breaking 
volume for January, according to Na- 
tional Advertising Records. 

Total time sales during the month 
of NBC and CBS chains were $4,645,- 
577, more than $100,000 higher than 
the previous record month, October, 
1934, in which sales aggregated 


INTIMATE 


INTERVIEWS 


“NBC NETWORK AIREAS” 
Table of Contents 


How Can Radio Circulation be Mea- 
¢ sured to Everybody’s Satisfaction ? 
The Engineering Study 
The Audience Response Study 
Combining Field Strength and Audi- 
ence Mail to Establish Audience 
Location and Density 
Building Network Figures and Maps 


came out! 


Joseph P. Data was as honest and 
informed a man as ever called for a 
milline squeeze play on the client’s 
five-yard line. He knew his ABC back- 
ward, and all the other answers except 
one—potential circulation figures on 
Radio Listeners. And 1o man had that— 
until ‘‘NBC NETWORK AIREAS’’ 


THE 
; 


SPA 


“All right, [Ul talk about radio now 
because I can... thanks to NBC!’ 


In ““NBC Network Aireas’’, space buyers and advertisers get the 
entire Geography and Arithmetic of Radio—in one grand book. 


But with ¢4s book, I’ve got the figures 
on every NBC network, for every 
county in the United States. It took 
NBC two years to make this survey of 
exact Field Strength Signal Tests and 
Mail Response analysis. They sent 
specially equipped cars over 230,000 
miles—they analyzed millions of let- 
ters. Work?—you said it! But how 


CE BUYER 


GEOGRAPHY & STATISTICS OF 
NBC POTENTIAL CIRCULATION 
NBC Red Networks 
NBC Blue Networks 
NBC Pacific Networks 
NBC Supplementary Groups 


“*Now I Can Really Tell’ Em,’’ says 
Data. “‘It's Radio's Biggest Story!”’ 

**Space buyers used to deal in radio 
generalities,’’ admitted the eminent 
milline merchant ‘‘We used all the 
facts we had—but they weren’t enough. 


NATIONAL BROADCASTING COMPANY, INC. 


A RADIO CORPORATION OF AMERICA SUBSIDIARY * 


NEW YORK «+ CHICAGO «+ 


WASHINGTON * DETROIT + SAN FRANCISCO 


we’ve needed the results! Now, at last, 
we’ve got answers to what we used to 
think were the answers.’’ 


- 
Mr. Data is right. We will gladly send a 
copy of ‘*‘NBC NETWORK AIREAS”’ 


to agency executives and national advertisers. 


$4,528,032, and almost $650,000 bet- 
ter than the best previous January. 

National Broadcasting Company’s 
share of the January total was $2,- 
894,366, which also smashed a rec- 
ord for the senior network. NBC’s 
best previous month had been March, 
1932, when time sales totalled $2,- 
864,783. 

Columbia Broadcasting System’s 
January sales were $1,751,211, which, 
while not setting a record, were 
within a few hundred dollars of the 
previous high, established in Octo- 
ber, 1934. 

The largest user of network time 
during January was Standard 
Brands, Inc., which spent a total of 
$178,353 during the month, divided 
as follows: 

Chase & Sanborn coffee, $48,940; 
Fleischmann’s yeast for bread, $27,- 
908; Fleischmann’s yeast for health, 
$62,225; Royal gelatin, $39,280. 

Runner-up in expenditures during 
the month was Procter & Gamble 
Company, which spent $173,330, di- 
vided into Camay, $29,957; Crisco, 
$36,605; Dreft, $8,326; Ivory soap, 
$48,208; and Oxydol, $50,234. 


Other Big Users 


General Foods Corporation was in 
third place with expenditures of 
$162,214. Of this total, the cooking 
school accounted for $8,640; Grape- 
Nuts, $36,755; Jell-O, $31,896; Log 
Cabin syrup, $21,072; Maxwell House 
coffee, $63,851. 

Ford Motor Company, with expen- 
ditures of $151,620, was in fourth 
position, while fifth place went to 
Colgate -Palmolive-Peet Company, 
which spent $151,054, divided into 
dental cream, $33,838; Palmolive, 
$71,400; and Super Suds, $45,816. 

Next in line was Sterling Products, 
which spent $42,560 for Bayer Chem- 
ical Company; $31,750 for Centaur 
Company; $58,424 for Chas. H. Phil- 
lips Chemical Company, and $18,136 
for Dr. Lyons tooth powder, for a 
total of $150,870. 

Other large users of network time 
during January included Liggett and 
Myers Tobacco Company, $111,263; 
Wm. Wrigley, Jr.. Company, $106,- 
275; R. J. Reynolds Tobacco Com- 
pany, $97,330; Lambert Pharmacal 
Company, $89,599; Lady Esther 
Company, $87,616; 

Wasey Products, Inc., $86,548, of 
which $38,987 was used for Barbasol 
and Bost, with $47,561 for Zemo, 
Kreml, etc.; Andrew Jergens Com- 
pany, $83,881, of which $17,048 was 
for Jergens lotion, and $66,833 for 
Woodbury soap and cosmetics; Pep- 
sodent Company, $83,628; General 
Mills, Inc., $76,131, of which $31,846 
was for Bisquick; $15,876 for Gold 
Medal flour; $5,248 for pancake 
flour, Wheaties and Wheathearts, 
and $23,161 for Wheaties alone. 


“Chicago News” to Raise 
Price of Saturday Issue 


Starting with the issue of Feb. 23, 
the price of the Chicago Daily News 
will be five cents each Saturday. On 
that date the newspaper will inaugu- 
rate a greatly enlarged program of 
editorial features, including This 
Week, as reported in ADVERTISING 
AGE of Feb. 9. 


RABBIT FEET 


@ Move goods when used as premium. 

®@ Create word-of-mouth advertising. 

® Get attention in direct mail. 

® Get interviews for your salesman with hard- 
to-see prospects. 

Genuine Gardi Rabbit Foot novelties may 
get surprising results in business. 
Write for free folder. Samples 25 cents. 
GARDI, 246 Fifth Avenue, New York City 
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_| Paving the way for “better business” 
| in the 
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E | HIS full page advertisement is scheduled 
e- to appear in the Washington Post, on the 
. | morning of April 2nd, 1935. It will announce 
; 3 to Official Washington the appearance and pro- 
h | posed delivery of 
LO t 
i 
0 ELECTRICAL WORLD’S 
~ - 
s, « 
: National Recovery 
1- 
; Issue 
| (to be dated March 30, 1935) 
1 
. i In this issue, for the first time between the covers 
4 i of one comprehensive volume, there will be pre- 
er | ae sented a complete picture of the great Electrical 
o & net Industry and its contributions to National Pros- 
ol —S perity and the public welfare. 
10, 
- R\\) For the information of our National and State 
oF _ officials, the entire Electrical Industry is cooper- 
A . ae ating to pool in this one great issue, the back- 
46 a macnn ane wuts ground facts, a record of growth, and the forward- 
a looking vision of broader service which it possesses. 
ts, oh P 
ie 
3, . . ® & 
: If you sell equipment and/or engineering service to the 
of 


: Electrical Industry, you can make this Issue WorRK tor You! 


IN FACT, YOU CAN MAKE IT DO A DOUBLE _ enthusiastic in their reception of the idea. They are plan- ‘This substantial and immensely valuable extra circulation 


~ 
{ 

™~ 
™ 


tion to the powerful impression such a united front must 
make on the law-givers and public officials of the Nation 
and the States. Its influence for the betterment of public 
relations and for the proper expansion of the power indus- 
try as a great public service cannot be over-estimated. 


In the second place, the keenest interest and attention of 
the whole electrical industry will be focussed on this issue 
and on the messages it will contain. 


The advertiser who keys his copy to the public interest 
spirit of this Issue, and who skillfully weaves in the story 
of his product or service, can count on getting the largest, 
the most attentive and the most receptive audience it is 
possible to gather for this purpose. Public utility officials 
with whom preliminary plans have been discussed are 


ELECTRICAL WORLD will contribute direct messen- 
ger delivery of a personal copy to the President and Vice 
President of the United States, to every Senator and Rep- 
resentative, to other Government officials important to 
the Electrical Industry, and to the Governor of every State. 
Likewise, personal copies will be delivered to many chief 
executives of banks, insurance companies and other men 
of great importance in the financial background of the Elec- 
trical Industry. 


A total circulation of 20,000 copies is assured. 


JOB! ning to present their own stories as paid advertisements — will be given with no increase in regular adyertising rates. 
in this Issue. 
Pleste~by joiding with the glee Paste: sig one wih the Substantial extra distribution for this Issue is guaranteed. The National Recovery Issue of ELECTRICAL 
' other manufacturers, you will add a substantial contribu- 


WORLD will be dated March 30, 1935 and advertising 
forms will close March 15. Reservations for space are 
being received now. The assistance of ELECTRICAL 
WORLD'S staff is available for preparing appropriate and 
effective advertising matter tied-in with the theme of the 
Issue. 


An interesting and informative Prospectus has been pre- 
pared. <A copy of it may be had with no obligation in- 
volved. Write today to 


ELECTRICAL WORLD 


A McGraw-Hill Publication 


330 West 42nd St., New York, N. Y. 
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AROUSING INTEREST 


SS 


LUCKY YOU LIVE IN 

KANSAS CITY! SOON 

YOULL GET A LETTER 
THAT WILL 

| SAVE YOU MONEY, 


STALEY TAKES 
ADVANTAGE OF 
NEW MAIL LAW 


Sends Kansas Citians Cou- 
pons Worth Ten Cents 


Kansas City, Mo., Feb. 14.—Tak- 
ing advantage of the recent amend- 
ment to the postal laws and regula- 
tions by which advertisers may cir- 
cularize city residents without plac- 
ing their names on the envelopes, 
Staley Sales Corporation, Decatur, 
Ill., has completed what is described 
as a highly successful newspaper- 
direct mail campaign. 

With newspaper teaser copy fol- 
lowed by specific advertising of the 
products concerned, Staley mailed 
each family in Kansas City two 
coupons good for ten cents each in 
the purchase of Staley’s Gloss Starch, 
Staley’s Maple Flavored Table Syrup, 
and Cream Corn Starch. 

Two single-column teaser adver- 
tisements preceded the mailing, tell- 
ing readers of the Kansas City Star 
they were “lucky to live in Kansas 
City. Soon you'll get a letter that 
will save you money.” 


Telling the Public 

Larger space was taken to inform 
them that “It’s in the mail! Today’s 
the day. That piece of luck you’ve 
been waiting for is on its way to 
you. When you get a blue envelope 
with a mystic symbol, take care of 
it. Do what it says. And the re- 
sult? A happier family. Economies 
in the household budget. General 
rejoicing.” 

Advertisements occupying a full 
column were synchronized with de- 
livery of the coupons to give detailed 
descriptions of the Staley line and 
its merits. 

The law facilitating blanket mail- 
ings to city residents was passed 
Oct. 12, 1934. It was designed to 
put advertisers desiring to reach 
urbanites in the same class with 
those selling only to rural districts 
or small towns. 

Just as the latter may address 
their direct mail to “Rural or Star- 
Route Box Holder,” or “Post Office 
Box Holder,” the city advertiser de- 
siring to reach city dwellers may 
address each piece to “Patron (or 
Householder) Letter Carrier Route.” 

While it is preferable that names 
of the post office and state be in- 
cluded in the address on each piece 
of matter mailed: under this regula- 
tion, the word “Local” may be used 
instead. The cost of unsealed direct 
mail, the only kind which may be 
used under the regulations, is one 
cent each, provided not less than 
200 pieces are mailed. Postage must 


be prepaid in money under permit 
or by means of pre-canceled stamps. 

This type of direct mail may be 
used in neighborhoods as well as an 
entire city, the regulations provid- 
ing: 

“The arrangement may be fol- 
lowed where it is desired to cover 
all letter-carrier routes of a _ post- 
office or only some of the routes, as, 
for instance, where a dealer or 
merchant wants to confine distribu- 
tion of direct mail to his neighbor- 
hood or trade area, provided .. . the 
numbers of such routes are shown 
on the facing slips attached to the 
packages in which the matter is 
put up.” 

The statute requires postmasters 
to compile and keep current data 
showing the number of patrons or 


stops on each route and to provide 
such information, on request, to any- 
one interested. 


John J. McConnell, J. P. McKin- 
ney & Son, has been elected to the 
board of directors of the Newspaper 
Representatives Association of Chi- 
cago for a two year term, to fill the 
unexpired term of Joseph A. McOwen, 
Geo. A. McDevitt Company, trans- 
ferred to Philadelphia. 


J. S. Gettler Dies 

Joseph S. Gettler, 65, publicity di- 
rector for the Outlet Company for 
32 years, died recently at his home 
in Providence, R. I. Mr. Gettler was 
managing director of WJAR, Outlet 
Broadcasting Company station, until 
his retirement a year ago. 


é 
: 


IE: 


PARTMENT STORES 


Proposes to Restrict 
British Liquor Copy 


Advertising of liquor to consumers 
would be prohibited under terms of 
a bill being introduced in the House 
of Lords of the British Parliament 
by Lord Arnold. The Advertising 
Association will vigorously oppose 
the proposal. 

The bill permits liquor advertising 
to the trade, but bans all liquor ad- 
vertising to the public in newspapers, 
magazines, and other publications. 


Lokensgard Resigns 


M. O. Lokensgard has resigned as 
sales manager of Franklin Printing 
Company, Philadelphia, a position 
which he held for two years. He was 
formerly with McGraw-Hill Publish- 
ing Company. 


Powers, Linkman 
Firms Pick Ludgin 


Earle Ludgin, Inc., Chicago, has 
been appointed to handle the adver- 
tising of Powers Regulator Company, 
heating control equipment, and M. 
Linkman & Co., makers of the Dr. 
Grabow pipe and other smokers’ spe- 
cialties. 

On the Powers account, architect- 
ural and building publications will 
be used, together with a direct mail 
campaign. National magazines will 
be employed for advertising of Dr. 
Grabow pipe. 


Death of L. C. Powers 


Leslie Cornell Powers, 54, formerly 
engaged in commercial advertising at 
Providence, R. I., died Feb. 9 at the 
Nassau Club, Princeton, N. J., where 
he had resided since 1932. 
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C. H. Touzalin, 
Veteran Agent, 
Dies Suddenly 


Chicago, Feb. 14.—Funeral serv- 
ices for Charles Hayden Touzalin, 
retired advertising agent, were held 
Monday, interment being in Mount 
Greenwood cemetery. Mr. Touza- 
lin’s long and useful career in ad- 
vertising came to a sudden end last 
Friday, less than a year after his 
retirement and dissolution of the 
agency which bore his name for 23 
years. 

Mr. Touzalin, who was 72 years 
old, spent 24 years with Lord & 
Thomas before forming the Charles 


H. Touzalin Advertising Agency. He 
was fond of recalling the arrival 
of young Albert D. Lasker, scion of 
a wealthy Texas banker, in Chicago 
to learn the advertising business. 


Since Mr. Touzalin occupied a 
home with more room than he well 
knew what to do with, he invited 
young Lasker to become a member 
of his household and this arrange- 
ment endured until the budding ad- 
vertising man found permanent 
quarters. Mr. Touzalin rejected the 
idea that his early influence had any- 
thing to do with the success later 
scored by Mr. Lasker, but expressed 
enjoyment over the frequent inter- 
change of thoughts with his visitor. 

Mr. Touzalin’s decision to retire 
was attributed to loss of the Stewart- 
Warner account and his failing 


health. He retreated in good order, 
with bands playing and flags flying 
—and what he regarded as even 
more important, with all bills paid. 

A widow, Mrs. Mary V. Touzalin 
and a daughter, Mrs. Helen T. See- 
furth, survive. 


New A. N. A. Member 


Seiberling Rubber Company, Akron, 
O., has been elected to membership 
in the Association of National Ad- 
vertisers. J. P. Seiberling, vice-pres- 
ident in charge of sales, will repre- 
sent the company. 


Named Art Director 


Walter Pope Glenn has been ap- 
pointed art director of Ketchum, Mc- 
Leod & Grove, Inc., Pittsburgh 
agency. 


A. C. Ebbesen Made 
Hillcrest Executive 


A. C. Ebbesen has been appointed 
to the newly-created position of sales 
promotion manager, Hillcrest Distil- 
ling Company, New York. He was 
formerly advertising manager of 
Orange Crush Company and more re- 
cently sales manager of E. Frederics, 
Inc. 

N. Wolf, general manager of the 
Hillerest Company, directs advertis- 
ing, but many of the advertising 
functions will be absorbed in the 
new sales promotion department. 


Four A’s Meet April 11 


The annual meeting of the Ameri- 
can Association of Advertising Agen- 
cies has been set for April 11-12 at 
the Greenbrier, White Sulphur 
Springs, W. Va. 


SOME MAGAZINES 


T’S A good thing department stores aren’t run like some magazines. 


They'd be selling pie in the dress department. Silk stockings at 
the lunch counter. And cigarettes in the hardware department. 


Lucky for them, they are well aware of the virtues of “ensemble” 


selling, of selling like with like. 


Magazines seem to ignore this obvious merchandising truth. Ex- 


cept McCall’s. 


Knowing it is easier to take advantage of a woman’s moods than to 
try to change them, McCall’s doesn’t scramble editorial and advertising. 
McCall’s turns this fact to the advertisers’ advantage with a triple 


magazine based on her triple interests—Herself, Her Home, Romance. 


When she is buying a dress, she’s more apt to read your advertise- 
ment for a foundation garment to go with it—in McCall’s Styte & 
Beauty. Your sliced pineapple advertisement is a timely suggestion 
—not an interruption—in McCall’s Homemakine. And it’s like read- 


ing her mind to run your travel advertising when she’s reading a 


romance in McCall’s Fiction & News. 


Your advertising is MORE effective in McCall’s. 


MSC all S 


M°Call’s 


STYLE & 


BEAUTY AIDS ; COSMETICS - PERFUMES 
HOSIERY » UNDERWEAR - CLOTHES 


FOOD - DRUGS - ELECTRICAL EQUIPMENT 
CHILDREN'S NEEDS - HOUSEFURNISHINGS 


FICTION & NEWS 


TRAVEL - CIGARETTES : CAMERAS 
AUTOMOBILES * BOOKS « INSURANCE 


BEAUTY 


ARE YOU SELLING 
THROUGH DRUG STORES? 


Every month over 463,000 women gointo 
drug stores to buy a copy of McCall’s. 
This is more than the total newsstand 
sales of any other women’s magazine. 
No wonder druggists vote McCall’s an 
outstanding first among major women’s 
magazines as the place to advertise most 
effectively to their customers. McCall’s 
creates drug store traffic. 


ARE YOU CAPITALIZING THIS 
GREAT DEPARTMENT STORE 
MERCHANDISING INFLUENCE? 


During 1935 millions of women will go 
into the leading department stores of 
the country and buy m llions of McCall 
patterns. As a result, over $100,000,000 
worth of materials will be sold, not to 
mention notions, new hats, shoes, ho- 
siery, lingerie, corsets and accessories. 
And opportunity is afforded for the sale 
of many other items to which these 
women are exposed in the course of such 
shopping expeditions. 

No wonder department stores regard 
McCall’s as their outstanding developer 
of store traffic and sales. 


DO YOU SELL 
ELECTRICAL APPLIANCES? 


During 1935 the leading utilities will be 
merchandising McCall’s new series of 
“consumer-proved” electrical articles to 
their customers. Written by such out- 
standing home economists as Ada Bessie 
Swan of the Public Service Corporation 
of New Jersey, Fern Snider of Georgia 
Power Company, and others, these arti- 
cles will establish a new high in their 
authority and practical usefulness. 


NOTE: A recent independent survey 
shows that more readers of McCall’s 
will buy electrical refrigerators during 
1935 than will the readers of any other 
women’s magazine. 


HERE’S EXCITING NEWS 
FOR FOOD MANUFACTURERS 


Continuing its series of ‘‘consumer- 
proved” food projects, McCall’s will 
shortly publish the results of another 
original consumer research of far-reach- 
ing influence regarding food tastes and 
preferences, based on a study involving 
the serving of over 2500 meals to chil- 
dren by McCall’s Food Staff. 


NOTE: During 1934 McCall’s published 
more on the subject of nutrition than 
any other women’s magazine. 
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YOUTHFUL STAR 


When attendance languishes the 
Advertising Club of Minneapolis 
calls on Doris Wilson, 12, to dance. 


Golf Matches Planned 
by San Francisco Club 


Eight tournaments during 1935 
have been arranged by the Advertis- 
ing Golf Association of San Fran- 
cisco. The tournaments will be held 
on the second Thursday for eight con- 
secutive months starting in March. 

Officers are: president, Claude 
Beatty, Curtis Publishing Company; 
vice-president, R. T. Van Norden, 
Emil Brisacher and Staff; secretary, 
Mort Bailey, Curtis Publishing Com- 
pany; treasurer, Ted Little, Lord & 
Thomas. 

Herbert Weyman, Paul Block & As- 
sociates, and Ted Townsend, maga- 
zine representative, are in charge of 
prizes. The tournament committee 
consists of Jerry Todd, Outdoor Ad- 
vertising, Inc., and Keene Fitzpatrick, 
publishers’ representative. Earl Mit- 
chell, Crowell Publishing Company, 
and Ned Skinner, Martin Cantine 
Company, comprise the membership 
committee. 


Goodrich Names Gundaker 
as New Division Manager 


Guy Gundaker, Jr., for the past 
four years manager of the sales pro- 
motion division of the B. F. Goodrich 
Company, Akron, O., has been named 
manager of the newly created Good- 
rich automotive accessories depart- 
ment. E.R. Bell will be manager of 
the tire accessories division, and W. 
G. Roberts will be manager of the 
battery division of the new depart- 
ment. 

Frank J. Rees has been appointed 
to succeed Mr. Gundaker as sales 
promotion manager. E. A. Hughes, 
formerly sales promotion represent- 


.|ative in the Albany, N. Y. district, 


has been named assistant to Mr. Rees. 


FHA Lays Plans for 
Propaganda Films 


Plans for production of single reel 
motion pictures to stimulate borrow- 
ing for home repairing and moderni- 
zation are being made by the Federal 
Housing Administration. The FHA 
commissioned Pathe 
News to produce one subject. 

The films will be distributed to 
theaters throughout the country. The 
program is the first instance under 
the Roosevelt administration of ex- 
penditures by an “emergency” agency 
for the production of propaganda mo- 
tion pictures, according to Motion 
Picture Herald. 


Sodator Names R-C 


Redfield-Johnstone, Inc., New York, 
has been appointed to direct the ad- 
vertising of the Sodator Sales and 
Mfg. Company, New York. : 
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Seek Higher 
Social Status 
For Pinochle 


Cincinnati, O., Feb. 14.—Pinochle, 
once the favorite diversion of the 
“boys in the back room,” will be- 
come a formidable rival to contract 
bridge in the salons of the elect, if 
the current advertising campaign of 
United States Playing Card Com- 
pany reaches its objective. 

In giving impetus to the revival 
of this ancient card game, the com- 
pany is featuring not only the 
mighty P. Hal Sims, of contract 
bridge fame, but such notables as 
Ethel Barrymore, distinguished star 
of the American stage, Mrs. Hey- 
wood Broun and others who are al- 
ways welcome in the best circles. 

“Pinochle is a delightful game,” 
Miss Barrymore was quoted in one 
of the first advertisements in be- 
half of U. S. playing cards. “I en- 
joy it immensely. I’m glad it’s be- 
coming popular.” 

Even more surprising was the com- 
ment of Mr. Sims, who, best known 
as a contract expert, seems equally 
adept in the fine points of pinochle. 
It indicated that Mr. Sims has been 
holding out on some of his disciples. 

“Pinochle,” said he, “is an ideal 


game to alternate with bridge. 
Some of the most important strategy 
I use in contract bridge was learned 
years ago playing pinochle.” 

Most of the advertising of U. S. 
Playing Card Company is confined 
to cities where tournaments are be- 
ing arranged. In some instances, 
local newspapers are sponsoring 
these competitive events. No less 
than 16 tournaments will be played 
simultaneously in as many cities 
during the period Feb. 18-March 9 
and the winners will meet in New 
York March 11-18 to decide the na- 
tional championship. This event has 
aroused so much interest that broad- 
casting companies are flirting with 
the possibility of broadcasting at 
least part of it. 

The advertising offers as a premi- 
um with every pinochle pack of 
U. S. playing cards a free copy of 
“Official Pinochle Rules,” which is 
the handiwork of Mr. Sims. 

J. Walter Thompson Company is 
directing the advertising. 


Agency Changes Name 
to Redfield-Johnstone 


Redfield-Coupe, Inc., New York ad- 
vertising agency, has become Red- 
field-Johnstone, Inc., following the 
association of E. F. Johnstone with 
the firm as vice-president. The com- 
pany was founded by the late C. S. 
Redfield in 1914 as the Redfield Ad- 
vertising Agency. 


MOTHERS HEAR 
OF INNOVATION 
IN BABY FOODS 


Gerber in Campaign for 
‘Shaker Cooking’ 


Fremont, Mich., Feb. 14.—With 
new competitors making vigorous 
assaults on the baby food market, 
Gerber Products Company has _ un- 
leashed a magazine campaign on 
“shaker-cooking,” which it expects to 
maintain its lead in this specialized 
field. 

“We have been using this method 
for months,” announced Dan Gerber, 
executive vice-president, “but we 
withheld public announcement until 
our dealers could be supplied with 
the new product. 

“Cooking time is reduced from 40 
to 60 per cent on the various prod- 
ucts by the new _ shaker - cooker 
method. The vegetables have a bet- 
ter, fresher flavor, a brighter color 
and are more appetizing. Every par- 
ticle is cooked uniformly with no 


THE NEWS 1S UT 


Atlanta Journal 
Baltimore Sun 
Birmingham News 
Boston Herald 
Buffalo Times c 


Detroit News 


MAGAZINE 


Stal February 24th. 


Cleveland Plain Dealer 
Dallas Morning News 


Indianapolis Sunday Star 


New Orleans Item Tribune 
New York Herald Tribune 
Omaha World-Herald 
Philadelphia Record 


Chicago Daily News 
Cincinnati Enquirer 


Milwaukee Journal 
Minneapolis Journal 


THIS WE 


ial Appeal 


Pittsburgh Press 
St. Lovis Globe-Democrat 
Washington Star 


SPOTLESS FACTORY MAKES SALES STORY 


This immaculate young woman will be featured in "shaker cooking" 
copy of Gerber Products Company. 


overcooking on the outer edge, or 
undercooking at the center. More- 
over, vegetables are adequately ster- 
ilized without overcooking. While we 
do not make the claim, many phy- 
sicians have told us that the product 
has an enhanced nutritive value.” 

The idea of agitator cooking is one 
that canners in the past have tried to 
apply in various ways. In the Ger- 
ber development of the shaker-cooker 
principle, for which patents have 
been applied for on a number of im- 
portant features, the cooking retorts 
in which the products are prepared 
are swung from heavy beams and 
are connected in pairs by an eccen- 
tric shaft that applies the shaking 
motion. The full benefit of this shak- 
ing, which is at the rate of 140 times 
a minute, is applied directly to the 
contents of the cans because of the 
manner in which they are placed in 
the cages inside the retorts. These 
cages hold the cans individually in 
a horizontal position and fit so snugly 
that each individual can has to be 
placed in position by hand. 


Each Can Affected 


“It is only by holding the cans 
rigidly,’ Mr. Gerber continued, “that 
we are able to accomplish the real 
purpose of the process and apply the 
entire shaking or stirring action of 
the process to the actual contents of 
each individual can.” 

In the extensive list of periodicals 
in which Gerber advertising will ap- 
pear this year, are Good Housekeep- 
ing, Woman’s Home Companion, Mc- 
Call’s, Pictorial Review and Ladies’ 
Home Journal, among the women’s 
magazines; American Magazine, Cos- 
mopolitan, True Story, Red Book and 
Holland’s Magazine, in the general 
group; Tower Magazines, Modern 
Magazines and American Weekly, 
among the mass market publica- 
tions; and Parents’ Magazine, Junior 
League, Better Homes & Gardens, 
National Parent-Teacher Magazine, 
Hygeia and The Christian Science 
Monitor, in the specialized field. 

Among trade and professional pa- 
pers on the schedule are American 
Druggist, National Grocers’ Bulletin, 
Progressive Grocer, American Jour- 
nal of Nursing, Journal of Home 
Economics and Practical Home Eco- 
nomics. 

In addition, eight medical journals 
are being used. The appeal to the 
medical group has been’ supple- 
mented by a nationwide direct mail 
campaign which has helped to mar- 
shal medical opinion behind the ad- 
vertising claims of Gerber Products 
Company. 


Standard Oil of Indiana 
Plans Newspaper Drive 


A list of newspapers will be used in 
a new campaign for the Standard Oil 
Company of Indiana, Chicago, with 
copy to start in April. 

McCann-Erickson, Inc., Chicago, is 
in charge. 


Wiley Names Committee 


W. F. Wiley, publisher, Cincinnati 
Enquirer, and president of the Ohio 
Newspaper Association, has appointed 
as members of the association’s legis- 
lative committee Walter J. Reck, 
Ohio State Journal, Columbus; R. B. 
Howard, publisher, Madison Press, 
London; and J. B. Finger, Cleveland 
News. 


Perry to Denver 


Jack Perry, who has been associ- 
ated with the Chicago office of Ar- 
thur H. Hagg & Associates, publish- 
ers’ representatives, for the past year, 
has been appointed manager of the 
firm’s Denver office. 


$1,850,000 
SPENT tor AUTOS 


Automobile registration 
figures for Summit 
County (Akron) reveal 
902 new cars and trucks 
sold during the month. 
The average price was 
$1,000.00. 4,741 used 
car sales averaging 
$200.00 were registered 
in January. 


These are the highest 
January figures ever 
reached in Summit 
County except for Janu- 


ary, 1929, when 1,018 
new cars and trucks were 
registered. 


“AKRON 
BEACON 
~ JOURNAL 


Member A.B.C.—A.N.P.A. Major Market 
Newspapers, Inc. Represented by Story, 
Brooks & Finley 
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Smashing 
the / 
ine 


with | 
STREET CARS 


na 
MILLION DOLLAR CAMPAIGN 


BAYER ASPIRIN 


comes forward with a fine oe 
selling argument for the use a 


of Street Car Advertising that BUILDS 


from Ocean to Ocean... ve business / 


STREET RAILWAYS ADVERTISING COMPANY 
220 West 42N° STREET, NEW YORK CITY 


Collier Service offering complete United States Coverage 
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February 16, 1935 


REAPER TAKES 
ORIGINATOR OF 
SYNDICATE ART 


Oscar Meyer, of Meyer Both, 
Dies at 59 


Chicago, Feb. 14.—Oscar Meyer, 
who as one of the founders of Meyer 
Both Company, exercised a profound 
effect on both national and local ad- 
vertising through the syndication of 
art work, died at Grant Hospital Feb. 
9 following an operation. Funeral 
services were held Monday, with in- 
terment in Rosehill cemetery. Mr. 
Meyer was born in Chicago Jan. 12, 
1876 and thus was 59 years old. 

The son of a hat merchant, young 
Meyer felt an irresistible leaning to- 
ward the uncertain fields of art, and 
he indulged this passion by making 
sketches on hat boxes and wrapping 
paper. When the call became even 
louder, he turned to John T. Me 


PIONEER PASSES 


Oscar Meyer 


Cutcheon, famous cartoonist of the 
Chicago Tribune, and at that time on 
the Chicago Record, for advice. 
When Meyer called, McCutcheon 
was at his drawing board and told 
the boy to demonstrate his ability by 


drawing him at work. Meyer was 
nervous and botched the job. Taking 
one look at the result, McCutcheon 
advised, “Keep on selling hats.” 

Undaunted, however, the youngster 
entered the Chicago Art Institute, 
and later a school conducted by J. 
Francis Smith. Here he met Wil- 
liam C. Both, destined to aid Meyer 
in making art both better and more 
profitable. 

In 1900 the two youngsters had 
saved enough money to enable them 
to form the now famous partnership. 
It took Both a whole month to com- 
plete his first commercial drawing 
and Meyer undertook to sell it. He 
called on Witt K. Cochrane, then 
advertising manager of The Hub, 
Chicago clothing establishment, now 
head of his own agency. Mr. Coch- 
rane was favorably impressed with 
the sample and ordered a drawing 
for newspaper reproduction to cost 
$15. This was the beginning of 
prosperity. 

The Meyer Both Company took 
elaborate quarters ($20 a month), 
and with the orders inspired by the 
Hub endorsement shortly had enough 
money to buy an easel. Both orig- 
inated a new stipple technique which 
resulted in a full-page order from 
The Hub. 

The fly in the ointment, however, 


~ 


CAN YOU IMAGINE BIG BOB TINSMAN 
DELIVERING HIS FIRST PRESENTATION? 


of life deep and straight. 


It’s easy to picture Bob 
spellbinding but boys 
haven’t changed since he 
had his greatest boyhood 
thrill when a plow and team 
were entrusted to him. He 
learned then how to plow 


the furrows of business and 


The boy market is bigger and better than ever 
—and boys haven’t changed in their reading 
habits one little bit. Boys still read magazines 
and they are the best coupon users of any sec- 
tion of life. It is supposed to be a fact that 70% 
of the five cent bottled soft drinks are purchased 
by youngsters under sixteen years of age. Boys 
still have dogs and buy dog food. Boys still 
know what they want to eat and the father and 
mother are just as responsive to their boy’s 
demands today as they were when you wanted 


CLUBS? 


BIG BOYS IN THE ADVERTISING BUSI- 
NESS—CAN YOU DROP A FEW YEARS 
TO WIN A WILSON-WESTERN SET OF 


How keen is your memory? How much Booth 
Tarkington have you in your system? To the 
advertising man who sends in the best descrip- 
tion of his pastime when a youth (provided 
that such a sport or game or pleasure is not 


more syrup on the pancakes. The 
manufacturer who overlooks the 
boy’s market is underestimating 
the future of his business because 
on the boy of today depends the 
man of tomorrow—incidentally 
the business of tomorrow. I have 
some most interesting facts to set 
before the manufacturer or adver- 
tising agent who seeks full informa- 
tion on the sales problem of major 
importance in the success of future 
sales. 


THE BOY IS STILL THE 


THE OPEN ROAD FOR BOYS 


Chanin Bidg., New York City 


729 Boyiston St., Boston  -:- 


duplicated by the contribution of 
some other advertising man) I'll 
send a set of McGregor clubs and a 
fine golf bag. Incidentally he will 
receive a copy of all entries so 
that he can refresh his own mem- 
ories or enjoy the memories of 
others. No blanks, no rules—just 
boyhood memories. Send them to 
me at the address below. Contest 
closes when I think I have got 
enough to publish the contribu- 
tions in a small booklet. 


FATHER OF THE MAN! 


MAGAZINE 


** 307 Michigan Ave., Chicago 


NELSON J. PEABODY, Advertising Director 


MR. MEYER'S FAMOUS "PEACE EDITION" _ 


__ ‘THEE CHICAGO DAILY Jo 


une 


ORHAL 


Souvenir Edition of the Great War. 


oa 


was the “lifting” of Meyer Both il- 
lustrations bodily and without the 
formality of a request by other re- 
tailers throughout the country. This 
was both an annoyance and an in- 
spiration. The young firm tried to 
copyright its output, but found there 
was no machinery for such a copy- 
right. The Patent Office succumbed 
to their pleas after much bombard- 
ing. While it did not afford com- 
plete insurance against piracy, it 
gave Meyer Both the moral protec- 
tion of the government. This was 
the forerunner of the present copy- 
right laws. 

Thus protected, the firm invited 
well known clothing stores through- 
out the country to avail themselves 
of high class art work at low costs. 
The response was so enthusiastic that 
new and larger quarters were re- 
quired. 


Simplifying the Service 


Shortly after, a matrix department 
was developed to supply syndicate 
subscribers with mats instead of cuts, 
thereby economizing on manufactur- 
ing and shipping costs. This depart- 
ment materially reduced the cost of 
the service and stimulated a further 
growth in the syndicate’s activities. 

Gradually, the work of Meyer Both 
Company overflowed into new chan- 
nels. Besides starting its own de- 
partment to produce cuts, the firm 
developed a special division to make 
drawings for mail order houses, in 
addition to the State Street stores 
which depended on Meyer Both for 
art work. Advertising agencies be- 
came interested in the firm’s work 
and many of its illustrations began 
to appear in the pages of national 
magazines. 

Still another effort was caused by 
America’s entrance into the war, 
which created such a shortage of art- 
ists that Meyer Both established a 
correspondence school for commer- 
cial art, which proved to be not the 
least of their string of successes. 

In 1922, another expansion occurred 
when the Grauman Studios and 
Charles Everett Johnson were merged 
as a division of Meyer Both Com- 
pany. Both of these organizations 
had catered exclusively to national 
advertisers and their absorption 
greatly increased the firm’s prestige 
in that field. 

One of the accomplishments of the 
firm came in 1918, when a “peace 
edition” was syndicated to hundreds 
of newspapers. The idea was con- 
ceived early in the year and the en- 
tire edition was complete and ready 
to ship in September. When the 
news of the armistice was flashed 
Nov. 11, 1918, the Peace Edition was 
rushed to newspapers. Many news- 
papers amassed hundreds of pages 
of extra advertising through this 
edition. 


To Introduce “Clubs” 


Publishers of The Elks Magazine, 
New York, will issue a new publica- 
tion, Clubs, to be directed to the op- 
erating heads of Elks’ lodges and to 
leading social and fraternal clubs 
throughout the United States. It 
will deal with management and op- 
erating problems, and will be repre- 
sented by the present advertising 


staff of The Elks Magazine. 


Colorado Legislature 
Votes Sales Tax 


The Colorado state legislature has 
voted a two per cent sales tax, effec- 
tive March 1, to be applied to prac- 
tically all retail business. The law 
is effective until June 30, 1937, and 
proceeds will be used for relief pur- 
poses and to replenish the state’s 
general fund. The new tax is ex- 
pected to raise $4,000,000 annually. 

Exemptions include articles already 
taxed by state or federal excise tax. 
The new tax will apply to electricity 
and gas, but not to services such as 
laundrying, barbering or medical at- 
tention. 

Telephone calls and _ telegrams 
within the state are subject to the 
tax, while interstate messages are 
exempt. Under the new law, all 
places of business selling taxable arti- 
cles will pay a $2 license fee, unless 
those places of business already pay 
license fees under Colorado’s chain 
store tax law. 


Form Massachusetts 


Committee of N. A. B. 


The Massachusetts Committee of 
the National Association of Broad- 
casters has organized in Boston. 

Officers elected at the meeting 
were: chairman, John Shepard, III, 
president, Yankee Network; vice- 
chairman, J. J. Storey, manager, 
WTAG, Worcester; secretary, A. S. 
Moffat, president, WMAS, Springfield. 

The Massachusetts Committee will 
cooperate with the National Associa- 
tion of Broadcasters in legislative 
and administrative matters affecting 
the broadcasting industry. 

Radio executives present at the 
meeting were: J. A. Holman, WBZ, 
Boston; Joseph Grace, WEEI, Bos- 
ton; R. L. Harlow, WAAB, Boston; 
Al Pote, WMEX, Boston; Robert Don- 
ahue, WLLH, Lowell; E. E. Hill, 
WORC, Worcester; Irving Vermilya, 
WNBH, New Bedford; F. M. Mad- 
dix, WBSO, Wellesley; and W. T. 
Welch, WSAR, Fall River. 


G-E Promotes Bullock 


B. W. Bullock has been appointed 
assistant manager of the publicity 
department of General Electric Com- 
pany. With this appointment he also 
becomes assistant manager of G-E 
broadcasting. Since June, 1933, Mr. 
Bullock has been assistant to Chester 
H. Lang, manager of G-E publicity. 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


TA N Ki Mail Advertising 


Service 


Booklet ‘* Brass Kauckles,"” Free to Executives 
19 Fifth Ave,, Pittsburgh, Ps,  ATiantie 1290 


GOOD 


e PHOTOSTATS . 
RAPID COPY SERVIC 
New York eer Ail Branches 
Cleveland: Main 9335 


State 5977 
Chicago ies all branches 


is ee e 
pes — 7 es 
. ; | Vr->~ 
‘ | a t 
| el be ; SS 
| phan * Fr aS © T 
¥ Bre —_ 
- . 
Ed _. § - 5 O R>- 
| Ce 
| —— pal 7 , j 
: | (a ey 1? Fee y] =e ms 4 
; t | A) ' *ie —> | ; = $ J 4 
 * ee: ition ys Li Mn 
7 | g , nt ae i / et ‘ 
a *” ee te Soe bet: BAA Wy) 
-_ oe $ “<*> > “4 = ca ‘ y i Be | y is p Af { 
te } 4 By, e/ 
; : ie | P oe A itt re 
: i | * 7. o et Pr 
ae ne | - i tt . 2 foes li , Ry! d i 4 jee ! cn rs 
: A 7 eS ee eect v4, Se I s- s he 5 , 
oe . ; i J gece |. is, ae Se ar 
: 2 . “ ey Serra by y \ f - & 
; ‘ : pea se a wh an pF ou yd ur : aft: Py 
er —. ‘ wh i Sesaih 4H | fae 5 eae 
meget s, _———— rs ¥ 7 aoe ¢ ¥ svat =e “a aed ~ 2s 
asd 7 i ‘aah i rf § SS oa b | , & z. Lf : 
eas - Bae) oa nid J ae ae i 1 tae A "SSi sity 7 ‘Bk Le (9/2 th, 
BES ale ee P AR NOY, “ 7 0 af 
vie | ee ee | i ~u | : \ Ap) , Sly 
a pes . ‘ Ls | eX gh ao 7 Hi re 5 i) Pos & 
é oe ‘ vee eS AN By i oe - 
3 res Pt (ere ‘ a pe 245], me ae at SQ hy 
2 que lee ; ary ge p>! ih ) ae «44 
a oe ae Sind BES con weg E4 ‘Bhi FS . " es A fe * 
Wage Papers i eee Se al Sort fe See ale 
ae cok gg Se Rattles Bi akite ay iF AE \ , ~~. 
at bo ae ef * : A, CIRM RORY A ey CL ee. 2 
fies Shiny: Semen 6 . eat e mi 4 a Oy hw ake ¢ Ais lias Ce oo tive 
— ok ce CRO LA lt Vase * y ey 
ne ae ee 
pie oe ——<$————<——$——————— 
Roam sr 
Ee hed 
OS antes 
ee 
Pen Lviokos 
mes | | 
enh nae ee ee 
EE —llllllllllaaaEEeeeEeS=™EQEOOOOOSYSYSESSSSS—————— — — — 00@&5OUllCllChlCOlOlll lL KG 
eat re re 
mh oe - 
ees ALAA ATTA AL I L A ET en 
. ee 
rents a es ee 
oe oe eS pakailai Rhine chi ‘ — ial ah a ma eo 
e ay =. ‘ ‘sae 
ae meres = s iz Pa St P : “ 
Pes hea le q 7 ate ciecaeeicariatesesteeannes = Y - 
ee . : | ae : — sb ag? = 
cee ae . . : bey 
’ « « > 
4 | ‘a mts x” : Y= . : 
io -—~ ‘ o ws a : é , 
1 + tren cat See ee 
: 1 4 a: % Cane 
ag ‘uae z ; . coe : 
ele hit - 5 “ i. , "I 4 7 ) yp a 4 jf ee 
eee ole : VS iy ; 4 a 
Ge ee / a oe i ge < A oe a 
salah cata 4 oy ae De ae S Ax —*s . 
ai 3 ee A Seat as i. oe ee ‘ 
= i - ‘Se Bis rey 
Ag Aa a as yaa Yas axh ® : J 
: eaters tek ees x ee ke { 
eee SE J mee 
oe See 3 . J nal na 
Jeep die deal ca Ta i _~ . y 
ee a a : ate Si ade Oke . tS 
Be ee } uc ee: , x . AN Bal “ f 
pay! {| * "he “e) ‘ if 
el - ia ZAR 
ates se : " sit 4 : # s 0 
: “g Dea eee s. cf \ ‘ AP ‘ 
Baa A Ta 7 e: 3 . @d Se TS Log 
a a RE = i 
Bn ae ‘4, O7 . is _ 3 é A 
oe V : er be. J/£ 5 —F : 4 
ee I Y 
ae 7 F dt o- q ania i sa : P/ 
iy . 
Sa 
ee: 
r Wi 
ae 
si ‘i ‘i ae 
bie i 4 
=e foes shay arr z 7 Tiers re 
ee Aes: ; q | ————— 
he | 
fF po 
SY | 
. YY oe. 
WW 
(— | 
se —_ 
MqpERrrrcerrerscre 
ee 
a | 
H (:\, iene ela esos 
t \/ : \} 
—s | 
J ‘4 (7 
der 
(rv \ 
Ne | encosnens 
WM SCC 
Ug 
eee eee i a RN RCE NRCC mE Na a ~ AT | 
| 
eae TETAS aR SSH RRR 5. MRIS SPF SIP oe OZ RON SSR TES rag get SRE DPT i OR OS 
SS aries bs ee ns Cees Sra See oe, ea gs ye a arc ha: Oa es ee On ee Pee AE bis at ba Soe os eR atc tina Cae ce cee Seem Voge ne een ; 
o 7 ee... ES eee es ce raha, patty 5, el gear e es. ah Bk tae cane ee eet RR rea SO 0 ei, sy agai Bh aes ee Ph na em a eee tO =~ 2. a a a Pp Se No Oe erase Wy cr eran gee een yep ce 
ei eS aE a ee Rs a LR a te on 1S Sr NM Ce on Gor Ee is Lege nn, ae oe SAE a oe eee men ae Se 


: February 16, 1935 ADVERTISING AGE 25 


PRESENTING Vol. 1, No. 1 


THIS WEEK 


uscazine THE NEW Colorgnavune MAGAZINE "2282" 


SECTION 244 1935 


Cover design by Andrew Loomis 


A New Serat by SINCLAIR LEWIS 


FANNIE Hurst — RUPERT HUGHES — I. A. R. WYLIE 
Roy CHAPMAN ANDREWS — NEYSA MCMEIN 


As you read this, twenty-one great 


newspaper publishers are telling their more-than-four-million-readers (and 
millions more) about THIS WEEK. This first class magazine, combined with 
these first class newspapers, sets a new standard in American publishing 


... Creates a new and powerful sales force in American business. 


UNITED NEWSPAPERS MAGAZINE CORPORATION 


420 LEXINGTON AVENUE, NEW YORK, N. Y. 


Atlanta, Baltimore, Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Indianapolis, Memphis, Milwaukee, Minneapolis, 


, New Orleans, NewYork, Omaha, Philadelphia, Pittsburgh, St.Louis, Washington 
ay Ae , wy Ay tte 
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Lift Candy 


Out of 


Impulse Class, New 
Objective of Curtiss 


Chicago, Feb. 14.—In a considered 
attempt to take the purchase of 
candy bars out of the “impulse” 
classification, build up the unit sale, 
and increase the per capita consump- 
tion, Curtiss Candy Company has 
launched an intensive new campaign 
in which broadcast advertising and 
special packs for two of its best 
known products play the leading 
roles. 


The company has contracted for 
station break, weather report and 
time signal announcements on some 
55 major stations throughout the 
country. Announcements run from 
ten to 100 words each, and are heard 
from ence to 25 times each day, de- 
pending upon the size and location 
of the station and the number of 
spots available. 


With few exceptions, all of the 
stations used are located in strategic 
Curtiss jobbing points where the 
company’s own sales organization 
can help jobbers and their salesmen 
in ‘merchandising the entire com- 
paign to dealers. 

To back up this heavy schedule of 
announcements, Curtiss has devel- 
oped special “radio box” packs of 
Butterfinger and Baby Ruth bars, 
containing six five-cent bars, and de- 
signed to be sold as a unit. The box 
is not only tied to the radio program 
through its name, but through the 
fact that numerous suggestions for 
using the bars—taken from the copy 
used in the radio announcements— 
are printed on it. 


Package for Home 


Four of the special radio boxes, 
comprising the standard unit of 24 
bars, are packed together inside a 
protective sleeve, on which the mer- 
chant is told that this “special box 
for home, office and factory use, con- 
taining six five-cent Butterfinger 
candy bars, is advertised on many of 
the strongest radio broadcasting sta- 
tions throughout the country.” 

“Display this specially designed 
home box as pictured here,” the 
sleeve urges. “Also introduce this 
box to your customers by suggesting 
to them the uses as given on each 
box under the heading, ‘Some of the 
uses of Butterfinger.’ 

“Keep your regular display of But- 
terfinger candy and use these boxes 
for separate display, to get addi- 
tional business.” 

Packed with the boxes are attrac- 
tive display cards tying the “radio 
box” up directly with the broadcast 
advertising. 

Explaining the purposes behind 
the new campaign, Otto Schnering, 
president of Curtiss Candy Com- 
pany, pointed out that per capita 
consumption of candy has not kept 
pace with that of many other foods. 

“In an effort to change this pic- 
ture,” he said, “we are concentrat- 
ing all our efforts at the present time 
in a program to educate the public 
on the food value of candy and the 
rightful place candy should have in 
the diet. 

“Our laboratory analyses show 
clearly that candies, such as Baby 
Ruth and Butterfinger and other sim- 
ilar products, contain valuable food 
elements—advantageous to the diet 
of old and young. Accordingly, we 
believe that the per capita consump- 
tion of candy can be greatly in- 
creased when the consumer has the 
proper understanding of the value of 
candy as a food. 


Theme Is Stated 


“Effective immediately, all adver- 
tising, sales literature, letterheads, 
etc., used by Curtiss Candy Company 
will carry the following significant 
statement as to the central theme of 
our entire campaign: 

“‘Baby Ruth and _ Butterfinger 
and other similar candy products 
are food in its most palatable form— 
as such their potential consumption 


is limited only by the food-consum- 
ing capacity of all of the people.’ 

“Messages carrying this thought 
are being broadcast from coast to 
coast over many of the nation’s lead- 
ing radio stations. 

“In addition, we are introducing a 
new six-bar box, which we have 
called ‘The Curtiss Radio Home 
Box’ to facilitate the purchase of 
our products for consumption in the 
home, office and factory. We feel 
that this box alone should decidedly 
increase volume. 

“However, we are going even fur- 
ther than this. On the cover of our 
new Radio Home Boxes, we give the 
consumer many new and unique 
ways to use our products. Likewise, 
in our radio broadcasts, we tell our 
listeners new and interesting ways 
to serve our candy bars—all with the 
thought of securing consumer recog- 
nition of candy as a wholesome, 
nourishing food, so as to broaden our 


market by developing new uses for 
our goods. 

“We invite the entire industry to 
join with us in this campaign of pub- 
lic education. We feel that there is 
a big job to be done—one that re- 
quires the cooperation of every 
manufacturer, jobber, jobber sales- 
man and dealer.” 

Some of the suggested uses of the 
product on the radio boxes are deci- 
dedly unusual. One, for example, de- 
clares that “your child’s teacher 
would appreciate an occasional But- 
terfinger bar.” Another says, “Office 
workers enjoy Butterfinger for mid- 
afternoon luncheon.” 

“Our primary objects in this cam- 
paign are to bring to the public a 
realization that candy bars such as 
Baby Ruth and Butterfinger are 
good, wholesome foods, and _ to 
change, to some extent at least, the 
manner in which candy bars are 
bought,” Irving Tuteur, vice-presi- 
dent of McJunkin Advertising Com- 
pany, which handles the account, ex- 
plained to ADVERTISING AGE. 

“Candy bars now are bought al- 
most entirely on impulse. A person 
becomes hungry, or desires some- 
thing sweet, and buys a bar, which 
he consumes immediately. Very few 
candy bars are carried into the 
home. 

“If with our new six-bar pack, and 
cur educational efforts on the value 


and uses of these bars, we can in- 
duce people to get into the habit of 
purchasing six bars at once, with 
the deliberate intention of taking 
them into the home, office or factory, 
we shall obviously increase the con- 
sumption of these products greatly. 

“That dealers think the idea is an 
excellent one is amply proven by the 
fact that we have been able to place 
some 400,000 of the special six-bar 
boxes on dealers’ shelves in only 
four jobbing territories already, al- 
though the first radio announcement 
of these new packs will not be made 
until Feb. 25.” 


First “M-D-L” Issue of 
“Photoplay” Sent Out 


Agency and advertising executives 


received copies of March issue of 
Photoplay, the first under Macfadden- 
Dougherty-Long auspices, in a special 
box mailing container last week. 


An unusual feature was the clip- 


ping to the front cover of the per- 
sonal business cards of Bernarr Mac- 
fadden, president of Macfaddéen Pub- 


lications, Inc., Kathryn Dougherty, 


publisher of Photoplay, and Ray 
Long, editor. 
Selects Hazard 


E. D. Jones & Sons Company, Pitts- 


field, Mass., manufacturer of paper- 


making machinery, has appointed 
Hazard Advertising Corporation, 
New York, to handle its account. 


Visual Education School 
to Be Held June 24-28 


Conducted by A. P. Hollis, adver- 
tising manager of Herman A. DeVry, 
Inc., the fifth session of the DeVry 
Summer School of Visual Education 
will be held June 24-28 at the Fran- 
cis W. Parker School, Chicago. The 
possibilities of film advertising will 
be explained. 

Industrial and educational films 
will be shown, with talks by sponsors 
on production methods, distribution, 
records, and results. Lessons will be 
given on the technique of the new 
“sound” projectors and cameras. 
There will be no tuition charge. 


Mohican Pencil Names 
B-W-W; MacAfee Joins 

Byren-Weil-Weston, Inc., Philadel- 
phia, has been appointed to direct the 
advertising campaign of Mohican 
Pencil Company, of that city. The 
campaign will run chiefly in trade 
publications. 

Curtin MacAfee, formerly with the 
E. A. Clarke Company, Philadelphia 
agency, has joined Byren-Weil- 
Weston. 


Frye Leaves Foxboro 


George Arnold Frye has resigned 
from the advertising department of 
the Foxboro Company, Foxboro, 
Mass., to join the James Thomas Chi- 
rurg Company, Boston industrial ad- 
vertising agency, as space buyer. He 
will assume his new duties March 1. 


Photograph by 
H. Armstrong Roberts 


The Iron Age 
Hardware Age 


Address CHILTON PUBLICATIONS as Follows: 


Dry Goods Economist 
Dry Goods Economist Directories 


The Jewelers’ Circular-Keystone 


The Optical Journal & Review of Optometry 


239 West 39th Street, New York City 


Boot and Shoe Recorder 
Distribution & Warehousing* 
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"WEALTH CANNOT BUY BETTER COFFEE" 


With this Lake Placid illustration, Great Atlantic & Pacific Tea 
Company is making a subtle appeal to those who may have been 
skeptical of their quality because of the low price of its coffees. 


Forms New Window Firm 


The Triple A Window Display 
Service, a new department of Triple 
A Advertising Carriers, Inc., St. 
Louis, Mo., has been established to 
serve national and local advertisers 
in Kansas City, Mo., and Denver, 
Colo., where branches of the latter 
company are located. 

Reichers Display Service will con- 
tinue to handle Triple A installations 
in St. Louis. 


Joins Dickie-Raymond 

Edwin E. Leason has joined the 
staff of Dickie-Raymond, Inc., Bos- 
ton, as sales manager of the mailing 
service division. He had been asso- 
ciated with the F. S. Root Company 
as vice-president for nine years, and 
was previously advertising manager 
of B. F. Sturtevant Company, Read- 
ville, Mass. 


New Lakeside Agency 


Bass-Luckoff, Inc., Detroit, has 
been appointed to handle all adver- 
tising for Lakeside Brewing Com- 
pany, Port Huron, Mich. Plans call 
for use of newspaper and radio ad- 
vertising, to be augmented by addi- 
tional mediums within the year. 


Proctor Bankrupt 


Edgar B. Proctor, New Haven, 
Conn., advertising agent, has filed a 
voluntary petition in bankruptcy in 
U. S. district court, listing liabilities 
of $769 and no assets. 


PLAN EXPANSION 
OF NEW ENGLAND 
TOURIST EFFORT 


Governors Approve Budget 
of $150,000 


Boston, Feb. 14.—Governors of 
New England states, meeting here 
yesterday in conference with offi- 
cials of the New England Council, 
all-New England development organ- 
ization, voted approval of a program 
of recreational advertising for New 
England, to be participated in by the 
several states subject to the favor- 
able action of the legislatures in ap- 
propriating funds. 

A program of cooperative adver- 
tising for New England as a recrea- 
tional area, involving the expendi- 
ture of $150,000, was placed before 
the Governors by the Council, follow- 
ing a request made at a meeting of 
the six chief executives last Decem- 
ber. 

Council officials explained that it 
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Is Focused on Your Advertising In 


CHILTON Publications 


The reason for this is obvious. Chilton Publications are business and 


professional publications, read by business and professional men. They 


study, through these media, matters of utmost importance to themselves. 


There is no divided attention in these leading magazines. Their edito- 


rial and advertising pages are meticulously read. 


Here you have concentrated thought directed to your message of sales 
—and concentrated thought on the part of readers is what makes adver- 


tising in Chilton Publications pay. 


CHILTON PUBLICATIONS 


Blanket the Following Fields 


Dry Goods and Metals and Machinery Optical Insurance 
aparnent Season Hardware Automotive Toys and Bicycles 
Shoes, Leather 
and Hosiery Jewelry Warehousing Exports 


CHILTON COMPANY 


(INCORPORATED) 
Philadelphia — New York 


Address CHILTON PUBLICATIONS as Follows: 


Automobile Trade Journal Chilton Automotive Toy World & Bicycle World 
Commercial Car Journal Buyer’s Guide ' 742 Market St., 
Automotive Industries The Spectator San Francisco, Calif. 


Chestnut & 56th Sts., Philadelphia, Pa, 


*Associated Ownership 


Where-to-Buy in Chicago 
300 W. Adams St., 
Chicago, III, 


The American Automobile* 
(Overseas Edition) 
El Automovil Americano* 


330 W. 42nd St., New York City 


Ingenieria 
Internacional* 
El Farmaceutico* 


is now conducting for the fourth suc- 
cessive years the national all-New 
England advertising campaign pro- 
moting New England as a recreational 
area, the campaign costing $50,000 
annually. The Council program pro- 
posed that this campaign be enlarged 
in scope and effectiveness by the 
participation of the states, to the ex- 
tent of an additional $100,000. 


Legislature May Act 


In the three northern New Eng- 
land states, funds have been appro- 
priated for a number of years for 
advertising purposes. In Massachu- 
setts, Rhode Island, and Connecticut, 
proposals are now before the legisla- 
tures calling for appropriations for 
similar purposes. In Massachusetts, 
Governor Curley put an item of $100,- 
000 for this purpose in the budget he 
submitted to the legislature. 

Explaining that the enlarged all- 
New England campaign would sup- 
plement these state efforts, Col, Wil- 
liam A. Barron pointed out to the 
governor’s conference that pooled 
expenditures for a regional promo- 
tional campaign would “add to the 
effectiveness of state and local ad- 
vertising.” 

Attending the conference were 
Gov. Louis J. Brann, Maine; Gov. 
Theodore F. Green, Rhode Island; 
Gov. James M. Curley, Massachu- 
setts; Gov. H. Styles Bridges, New 
Hampshire; Lieut-Gov. Frank Hayes, 
Connecticut. Gov. Charles M. Smith, 
Vermont, was unable to be present. 


Valspar Appoints 
Bass-Luckoff, Inc. 


Bass-Luckoff, Inc., Detroit, has 
been appointed to handle all dealer 
help advertising for The Valspar Cor- 
poration, New York, and its subsidi- 
aries, Valentine & Co., New York; 
Detroit Graphite Company, Detroit; 
and Con-Ferro Paint and Varnish 
Company, St. Louis, makers of paints, 
enamels, varnish stains and spe- 
cialties. 

Plans now in progress call for the 
use of newspapers, radio, direct mail, 
house-to-house distribution, and win- 
dow displays. 


Bean Joins Stevens 


Harold Bean, for four years with 
station KYW, Chicago, until the sta- 
tion’s removal to Philadelphia, Dec. 
3, has joined the Jewell F. Stevens 
Company, Chicago advertising 
agency, as head of the radio depart- 
ment. He was formerly associated 
with WFBM, Indianapolis, and 
WBBM, Chicago. 


Stewart Heads New Firm 


R. G. Stewart has resigned as a di- 
rector of Standard Oil Company of 
New Jersey to head an organization 
serving all lines of industry as sales 
and marketing analyst and counsel. 
Mr. Stewart has been retained by the 
company as sales counsel of the com- 
pany’s marketing affiliates. 


Kelsey to Winterburn 


Fred H. Kelsey, formerly associ- 
ated with National Printing and En- 
graving Company, Niles, Mich., has 
been appointed by Winterburn Print 
Company, Chicago, poster and win- 
dow display producer, as a sales rep- 
resentative in the home territory. 
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WESTERN UTILITY 
OPENS DRIVE ON 
RANGES, HEATERS 


Big Campaign Heralds 
Slash in Prices 


Seattle, Wash., Feb. 14.—Furnish- 
ing a dramatic example of how utili- 
ties can go government-sponsored 
agencies “one better’ in offering 


electric appliances at low prices, the 
Puget Sound Power & Light Com- 
pany has launched its “Blazing New 
Trails” campaign for its ranges and 
water heaters. 

Already striking results have been 
registered. The company has suc- 
cessfully used “teaser” advertising 
to herald a sensational sales event, 
and to build public interest up to a 
smash climax. 

Some time ago the company re- 
solved to slash the prices of ranges 
and water heaters in order to boost 
demand for its entire line of home 
appliances, and consequently for its 
prime commodity, electricity. In 
the company’s territory, Central and 
Western Washington, the price of 
electricity is only about half of the 
national average. 


Then, too, it was decided that the 
appliances should be available to 
householders at exceptionally low 
monthly payments and long terms. 

The terms offered on the appli- 
ances are so low that they amount 
almost to a small rental charge. In 
the current merchandising event, 
ranges are offered at $1.95 down and 
the same amount per month, and wa- 
ter heaters at $2.35 down and the 
same amount per month. Where 
normal wiring is necessary to install 
a range, the charge is only 40 cents 
more on the down payment and 40 
cents more per month. 

For months plans were made for 
the sales drive. Every angle of the 
selling structure was investigated 
end tied into the plan. 

From managers to office boys the 


rT 


organization was sold thoroughly on 
the details of the effort. Dealers and 
tradesmen also were contacted and 
told about the new offers to be made. 


President Signs Copy 


When all was ready, the advertis- 
ing drive was started. The opening 
gun was fired in the newspapers 
with an advertisement of 1,260 lines 
headed “Still Blazing New Trails— 
toward the abundant life that comes 
with the fully electrified home.” It 
was signed by Frank McLaughlin, 
president of the company. While this 
advertisement did not reveal details 
of the plan, it gave an inkling of the 
offers that were to follow. 

The initial response to the first 
newspaper announcement of new low 
prices and terms as long as six 
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OF LEADERSHIP 


When times were tough and every advertising dollar had to do its duty, 
Philadelphia’s great department stores relied upon the EVENING LEDGER 
to do the job. January marked the thirty-sixth consecutive month in which 
they placed more advertising in its pages than in any other evening newspa- 


per. 


That the EVENING LEDGER has produced for these stores is 


revealed by the manner in which they continue to place a far greater pro- 
portion of their advertising in its pages. 


The EVENING LEDGER is first in America among all 
weekday newspapers in Department Store advertising 


EVENING LEDGER ~ 


24 EVENING PAPER 


-.. 1,980,008 


PHILADELPHIA 


EVENING PUBLIC LEDGER 


More news for readers . . . more sales for advertisers 


NEW YORK: Hugh Burke, 60 E. 42nd Street 


then some! 


CHICAGO: 


National advertisers may well 
profit by the experience of Phila- 
delphia’s leading retail merchants 
by placing their advertising in 
the newspaper where the adver- 
tising dollar does its duty ... and 


John E. Lutz, 180 North Michigan Avenue 


years, so swamped the company’s 
telephone switchboard between 4 
and 6 p. m. that day, that the operat- 
ors fell far behind the surge of in- 
terested customers who hurried im- 
mediately to their phones for full de- 
tails. Newspaper space continued to 
be used liberally. 

Outdoor bulletins of the company 
were quickly re-painted with 
“teaser” copy, reading, “Still Blaz- 
ing New Trails, Electrically,” and a 
panel in which was _ inserted: 
“Watch This Bulletin for Sensa- 
tional Merchandise Announcement.” 

A few days later when newspaper 
advertisements disclosed the com- 
plete plan, the bulletins were re- 
painted giving the terms of the sale. 

Radio announcements were made 
on special programs from five sta- 
tions in the company’s territory in 
Western and Central Washington. 
Attractive folders for customers 
were issued for each of the com- 
pany’s stores as well as for dealers’ 
and plumbers’ establishments. A 
number of large display posters and 
window streamers were delivered to 
the company’s stores. 


Merchandising Drive 


A special four-page paper was is- 
sued to employes of the company 
giving all details and providing a 
wealth of selling ammunition. The 
company’s 1935 sales goal, employes 
were informed, is 5,000 water heat- 
ers and 5,000 ranges. As the cam- 
paign gets under way, it is expected 
to produce results as sensational as 
the terms on which the merchandise 
is offered. 

Each employe of the company, 
other than merchandise salesmen, 
has been offered special inducements 
to go out among his or her friends 
and make sales. Employes are 
offered bonuses of $5 on water heat- 
ers, and $2.50 on range sales; and 
$2.50 for water heaters and $1.50 for 
ranges which replace other equip- 
ment. 

The range offered is a new design 
Hotpoint with 16-inch oven, automa- 
tic control, and other features. The 
automatic water heater offered in 
the sales drive is one made by the 
Edison General Electric Appliance 
Company to the specifications of the 
Puget Sound Power & Light Com- 
pany’s engineers, who developed and 
perfected it for Pacific Northwest 
operating conditions. 

Electrical dealers, contractors, and 
Elumbers were enlisted in the cam- 
paign by a special folder, which said 
in part: “Realizing that thousands 
of homes are eager for the benefits 
of electrical service and will respond 
to an attractive purchase plan on 
electric water heaters and electric 
ranges and that the opening of this 
new market will result in greater 
sales for all electrical appliances, we 
are launching a special merchandis- 
ing campaign that will result in a 
widespread benefit to all those in- 
terested in selling, installing, and 
servicing these units—as well as 
opening the door to a more fully elec- 
trified home.” 

A special cooperative plan was 
offered tradesmen and _ dealers 
whereby they will make earnings on 
each sale of water heaters or elec- 
tric ranges. 

“Students of utility affairs say the 
quality of appliances being intro- 
duced and the terms offered go any 
of the government-sponsored agen- 
cies from ‘one to a half dozen bet- 


ter,” states Frank C. Doig, of 
Strang & Prosser’ Advertising 
Agency, Seattle, the agency hand- 


ling the advertising campaign. 

“This is an example of how the 
utilities can fight back, to the bene- 
fit of their customers, when they 
really put their minds to it.” 


Enamel Institute 


Plans Promotion 


Kurt R. Groener has assumed his 
new duties as managing director of 
the Porcelain Enamel Institute, with 
offices at 612 N. Michigan Ave., Chi- 
cago. Through the Institute, the in- 
dustry is planning aggressive promo- 
tion of the uses and advantages of 
porcelain enamel. 

For the past eight years Mr. Groe- 
ner has been associated with Elec- 
trical Dealer and Electric Light and 
Power. He was formerly associated 
with Gundlach Advertising Agency. 
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CHICAGO POSTER 
EXHIBIT SHOWS 
MODERN DESIGNS 


(Picture on Page 39) 

Chicago, Feb. 14.—Impressionistic 
modern art may effect radical 
changes in American advertising 
layouts in the not too distant future, 
if the Modern Poster Art Exhibit 
now on display in this city is an in- 
dication. 

Under the direction of Herr Joseph 
Binder, distinguished Austrian ar- 
tist-designer, art directors of Chi- 
cago advertising agencies and Chi- 
cago artists studied the newest tech- 
niques employed in modern Euro- 
pean poster art. 

Shown in the current exhibit at 
Carson Pirie Scott & Co. are 60 or- 
iginal poster designs created during 
the class work. The exhibit is spon- 
sored by the Art Directors Club of 
Chicago. 

The designs are characterized by 
simplicity, unusual treatment of 
color, and strong composition, and 
represent an almost complete di- 
vorce from realism. 

Depicted in the exhibit are land- 
scapes, monograms, figures and 
heads, still life, trade marks, action 
scenes, “moods,” photo-montage, and 
complete color paintings embodying 
all technique included in Herr Bind- 
er’s methods. 

The landscape designs are based 
upon original paintings or landscape 
photographs. In one poster design, 
red-roofed houses appear against a 
background of green trees, orange 
mountains, and deep blue sky. De- 
tails are omitted; thus, the houses 
lack windows and the trees lack 
branches. 

In the case of still life designs, 
accurately drawn charcoal and water 
color studies were used as a base 
for modern interpretation. Conven- 
tional perspective was scorned. In 
one design there are shown a liquor 
bottle, black with white label; a grey 
cigarette box, a glass, and an or- 
ange. 


Art versus Realism 


In the monogram designs, realism 
has been completely sacrificed in an 
attempt to secure unusually inter- 
esting and colorful masses. The fig- 
ure designs were made from living 
models, then modernized and devel- 
oped in a new pastel-analine dye 
technique. 

Photo-montage, the art of combin- 
ing the realism of actual photo- 
graphs with imaginative drawings, 
is illustrated by four designs in the 
exhibit. This type of design is cur- 
rently a significant factor in Euro- 
pean advertising. 

One example of photo-montage 
consists of a black-and-white photo- 
graph of the classic statue of a nude 
woman, superimposed on the lower 
right corner of a_ black-and-white 
photograph of a liquor cellar. Across 
the bottom of the design appears the 
word “classic.” 

The trade mark section of the ex- 
hibit stresses simplicity. One de- 
sign portrays a musician’s hand 
grasping the top of a bass viol. Blue 
and white are used for the back- 
ground, and tan and white for the 
musician’s hand and the small part 
of the viol shown. 

A technique employed in most of 
the designs is the toothbrush-wire 
screen method; by this painting 
technique the artist is enabled to 
obtain a striking “spatter” effect. 

The exhibit is being held week- 
days from 11:30 a. m. to 2:30 p. m. 
for men only, while women, as well 
as men, are admitted from 2:30 p. m. 
to 4:30 p. m. It closes Saturday, 
Feb. 23. 


Denham Organizes Service 


Athol F. Denham, for eight years 
Detroit editor of the Chilton Com- 
pany, has resigned to establish an 
automotive technical advisory serv- 
ice on advertising and publicity at 
1235 Lafayette Bldg., Detroit. Mr. 
Denham will also act as an editorial 
representative in Detroit for Motor. 


Account Placed 
by Resort Hotel 


The Homestead Hotel, Hot Springs, 
Va., has appointed Fuller & Smith & 
Ross, Inc., Cleveland advertising 
agency, to handle its advertising. 

Copy will be run in American 
Golfer, Field & Stream, Fortune, Golf 
Illustrated, New Yorker, Spur, Time, 
The Sportsman, Town & Country, 
Journal of the American Medical As- 
sociation, and other publications. 
Newspapers in Eastern cities will be 
employed. The campaign also in- 
cludes direct mail. 


Texas Official Dies 


Clarence Porter Dodge, 40, assis- 
tant sales manager of the Texas 
Company of California, died of 
pneumonia in Los Angeles Feb. 9. 


Will Publish 
News Magazine 
For Youngsters 


New York, Feb. 14.—Eton Publish- 
ing Corporation has been formed here 
to publish Young America, a news 
weekly for the 8 to 15 age group of 
both sexes. Offices are at 32 East 
57th street. 


The first issue, printed in four- 
color roto in tabloid size, will be on 
the stands March 6. Editorial mat- 
ter will include some fiction but em- 
phasis will be placed on hobbies, 
sports, science and invention, pets, 


handicrafts and other major inter- 
ests of the young. 

Stuart Scheftel, president and pub- 
lisher, was formerly associated with 
the New York Times in an editorial 
capacity. He and Harry J. Walsh, 
editor, will supervise the editorial 
side. 

Richard Davis, secretary, has 
had considerable publishing expe- 
rience in the class field, having pub- 
lished several art magazines with a 
limited circulation to collectors and 
professionals. 


Price Serge Obolensky, vice-presi- 
dent, and Herbert Scheftel, treasurer, 
will be only partially active. Mr. 
Scheftel is a member of the New 
York Stock Exchange. 

R. H. Feldman, who has been ap- 


pointed advertising manager of the 
new publication, was connected with 
the business department of the New 
York Times for six years. 


Risley to Reach 


F. R. Risley, who formerly oper- 
ated an advertising agency at 
Jamestown, N. Y., has joined Charles 
Dallas Reach Advertising Agency, 
Newark. He will act as copy writer 
and assistant account executive. 


“Star” Repeats School 


For the fifth consecutive year, the 
Toronto Daily Star will again con- 
duct a cooking and home-making 
school in Toronto. Under the per- 
sonal direction of Jessie Marie De- 
Both, the school will be held March 
12-15. 


Progressive farmer 


BIRMINGHAM — 
MEMPHIS — 


250 Park Avenue, New York 
Daily News Bldg., Chicago 


RALEIGH — 
DALLAS 


£ IN 15 


1920. 


Proy nessive Farmer 


YEARS 


Our March issue—with more than 
21,000 lines of commercial —carries 


more advertising than any issue since 


This issue shows a gain of more than 
22 per cent in both all-edition and 
separate edition advertising over our 
big March issue of last year. 


121 commercial advertisers are using 
all editions of the March issue. 


P.S. And from present indications, our 
April issue will surpass March. 
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Today’s Decisions Must Be Made in 
FRONT OFFICES 


That is why Dartnell is enlarging and concentrating the circulation of 
AMERICAN BUSINESS on presidents, vice-presidents, and general 
managers of manufacturing companies rated over $100,000. 


These executives have the authority to act. They are keenly interested in 
ways and means of getting business, improving customer relations, cut- 
ting operating expenses. They scan the articles and the advertisements in 
AMERICAN BUSINESS for business-building ideas. So, if you want 
ACTION from your advertising, advertise to ACTION executives in 


AMERICAN 
BUSINESS 


60.1% of its classified circulation goes to firms who advertise—the most 


progressive of all. 


20.1% of these subseribers are presidents or owners of the business— 


men who have the final say. 


49.9% are officers or general managers, the “action” type of executive. 


75.3% are major executives holding the position of sales manager or bet- 


ter in their companies. 


Net Paid Circulation February 1935 Issue—8,500 Copies 
Advertising Rate (7x 10 type page) $100 a page 


DARTNELL PUBLICATIONS, INC. 
_ 4660 Ravenswood Avenue, Chicago 


MEMBER: AUDIT BUREAU OF CIRCULATIONS 
and THE ASSOCIATED BUSINESS PAPERS, INC. 


HOOVER IS NEW 
AAA APPOINTEE 


Washington, D. C., Feb. 14.—Dr. 
Calvin B. Hoover, who for more than 
a year has been economic adv‘ior in 
the Agricultural Adjustment Admin- 
istration, will succeed Dr. Frederic 
C. Howe as Consumers’ Counsel, 
Chester C. Davis has announced. 

The Consumers’ Counsel publishes 
a bulletin which has taken a leading 
part in educational efforts to effect 
changes in food and drug legislation 
designed to promote standardized 
labeling and advertising. 

The views of Dr. Hoover on label- 
ing and advertising have not been 
made known. 

Mr. Davis and Dr. Hoover will be- 
gin immediately assembling informa- 
tion on file with the Adjustment Ad- 
ministration programs concerning 
consumers and producers, so that the 
data will be of the greatest use in 
shaping future programs for the 
benefit of both classes. 

Dr. Hoover is now serving on leave 
of alwence from Duke University, 
where he is professor of economics. 


Pure Oil Program to 


Star Jimmie Mattern 


Jimmie Mattern, ’round-the-world 
flyer, will be starred in an electrical 
transcription radio series to be spon- 
sored by Pure Oil Company, Chicago, 
starting about March 15. The pro- 
gram will be known as “The Diary of 
Jimmie Mattern.” 

The new program will be heard 
three nights a week throughout 32 
states of the sponsor’s territory. 


Goes to Muench 


Gertrude Hendriks has joined C. 
Wendel Muench & Co., Chicago ad- 
vertising agency, to handle commer- 
cial food broadcasts. At a later date, 
Miss Hendriks plans to offer the serv- 
ice of a scientific testing kitchen to 
the agency’s clients. 


Quaker Oats 
Bolsters Hope 


Of Contestants 


Chicago, Feb. 14.—Apparently feel- 
ing that public enthusiasm over con- 
tests is waning, because of the long 
odds against any one individual, 
Quaker Oats Company is inserting 
the names of previous winners in its 
current advertising of Aunt Jemima 
Pancake Flour. 

The company’s new contest is a 
tie-up with the motion picture, 
“Imitation of Life,” starring Claud- 
ette Colbert. Competitors are asked 
to color a drawing which depicts the 
actress holding a carton of the flour. 

On one side of the announcement, 
“Free! $9,000 in cash,” is shown a 
picture of a girl, who is quoted: 
“Quaker Oats contests are fun! Be 
sure to try in this one. I won a $50 
bike last fall in the Joe E. Brown 
contest.” The girl’s name is ap- 
pended. 

Also tending to renew the hope of 
readers is the photograph of a lad 
who is saying: “Boy! Was I thrilled 
to meet the Babe! That was the 
prize Quaker Oats Company gave me 
in a contest last summer—a trip 
from Landsdown, Pa., all the way to 
Chicago.” 


Burlingame Appointed 


Mark Burlingame, formerly public- 
ity director of the Maine Agricultural 
and Industrial League, and managing 
editor of Advertising News, has 
joined National Sportsman, Inc., Bos- 
ton, as manager of travel advertising 
promotion for National Sportsman 
and Hunting & Fishing. 


Evans Shifted 


J. B. Evans, formerly with Walker 
& Co., Detroit, and more recently, 
manager of The Packer of Akron 
Company, Akron, O., has been made 
manager of the Jackson, Mich., 
branch of The Packer Corporation, 
Cleveland, outdoor advertising. 


1935 
Endorses the Fact that 


Cin Advetisers Bex 
Friend ts aMcth: 


.. ‘ ‘e H , a 


The PARENTS MAGAZINE is the ONLY MAGAZINE IN AMERICA that has 
shown an increase in advertising revenue each year! This steady 
growth was made during a period when advertising values and 


economies were more carefully considered than ever before 


by starting our 9th 


year with a 33% gain 
for the first quarter 


THE PARENTS’ MAGAZINE 


9 East 40th Street, New York 
230 North Michigan Avenue, Chicago 


a bs _ : : ; 
me 30 ee Fe 
oe LL 
Un ana 
‘ Pon : 2 3 - 
ase die: 2 ie 
Gian ee ee ae Pe ee cent ey oes yf ashe ‘se — ' ; 
ate ; a See pee 3 ee Pe : 2 : : , ’ 
: ee “i [ey be 
Sonat 3 eee a Fe ee Ee 
id scot a Aa thet ink 
A ie eee: 52 Se _ er Pe i Bs gk : , 
ra pam L Gaeee * Bh ee gh ae (ce oe alata S inet 
= ee en i  Reerey ) Be erp eb ie Pe 
oe Mee i) e aoMaen ae ae ce : : Bia See ee i ae 
re ees i On ate a a a a ae Bae ot — m3 
: Mea ae he Oe Te i Re OE a : 
e fer ee A eet ee ot A eee Peete al Cea 
: ees tS ge: Te ee eae et fa eee re ie poh. 
a Rt. Aen, Gee a a3 on a Cee: he a ee” id 
“ go eee ee Se eal ee ee z 5 a oe ec y, ” 
eas en i he — sig 5° - ghee Sete ‘ 
7 Pee ae Fe ¢ i NC yee ek ae ie : 
= 2 tee ar ah eo ae eg ue . Bet Pe en, x es * ee Bane — eae il 
pore VOR Set Tee Roe ay ee — pe pit ae 
si i, Te ” aE oe P aa ee oF ’ : TS ate Pax’ 
ao eae a Li Se nae, Me “ ag <1 oo iar aa Wy 
eae: Nes aes ke Aa Ps = EO oe cg oe het) ea oes 
ca ge WE Gag ae en eee cs cre nl ok —,. 5 PN ga Mi log RIE + ee Se ae 
ee oa Se een Ye) Sues — F Te Se 1 ee 3 
os ne Sh) eee ee * aaa «ee gh ae ae 
“> ie ae8 ee a, a BR rea 
, rs ee aCe 3 © ee ed ¥ : vererane as an 
i cn ; 5 7 : & ie at a : ct = ie: 
1 a ‘ _. ? See : e's 
Fae : ; et ae ed : =) i 
phere on ane as of at * i : ~ _—* 
es mak an Ride-on if £ see ee Sa my 
2 sae A : a , : 
Bee = teh ! a Wee 7 “a . a “i ci : 
“ ieee $ Bey rs & Ms 
a hea ht ae — ; as ey 
arse ey Seats " 5 en - 7 “) OF a, 
Soe Spa ea ae “as ne OR ries t Bere aa, ag 
hot: ae . See ys 9 y~'S ray, : Re : % \ = ee . Se PN hoy, Cie oS res pt " 
BA sen tees acme eros sats See Ree eee ie iT ae es ‘PAs Fy 
ne : eae s eras ite Oe kt eens cae § ] ren ee Pet dial ae thd 
Sass pect aiNerea nee eae (akc es a mee Bey = ae yee ae pe: ears 
aed Sore pate pli gee aaa ele Bae Ee eee eg Ps ae oe "oe 
pect Wy pS See he gee eee ee ee ae : ora - " Rte eee. © aS 
ie Wee CR 25 treat e: ie a F —) ae Re, = 
ah Ba ae ees * tea et Bid <r Eee eg = ae ‘ rar = - 
Seen ped pene ie a as ot ~ 2 eo pe ee ee 
eigen oars: f 5 pins é é 4 oer . aa ‘ 
NS a ae : oe or atey i. ‘ia gs ; 
Sea aa 2 2 c , moe: ee SE PES, Wage, nk te aa 2 Hk ————— | 
; a : 5 Sa et, Seca eects. PE ao nee Sf Ming nie ee E : i Po 
: Pei ates iy eee se eee eS le a a rac ee ae tn i tam th aT are oe 2 Pare ‘ ee 
Po AC Rema Aca p hh cee erie pc rot) ENMU MRL vee ® onigOe eRe Coe ra ie of 2) a er . re 
oe 2 ees geeee Mee Cid ee ae eae te Pa casas: ire niga eas 
RN i ER Rtg, RCM Rs oii 
2 eS ts eee tee ne ee Ae eee ; E : ; Cee a an) a pawent 
— ius aa Rae ee ae ye PGR eres cece | 
, ee =. | 
&& 
ste i oe | 
7 a * 
ae : Sn 
Be ais 
Be ee 
pun ema) 
no ie - aes 
Lee 
ee 
Sane sre ' 
een 
‘a ae as 
ese Se NR eR ES A AR 
shy, arg LL LE 
{ 
tte) i : 
= ehh ca a | 
oa sae he | 
Bier 
a) aa i 
=e ee ie 4 
a My ees t 
RT ee j 
3 : 
Bins 4 
f 
— 
{f 
alae 
ie ie A ° 
aoe 
— — 
one” 
’ : , eT ae 
es ¢ ~ ‘ | 
ole Beste —_ 
ee ‘ iF OI ; ca 
% leh ; 2 ne went % 
: ~ 2 oe. es pa. n 7 
: ae , my q i 
7 Ai :% . 
Ree yi. ite / 
Se PO ee {7 
eee aerNa ey 
eee = 
if AO OLIN oe Sd > eae aime a ee, ge Pt Ee OX 
ee 
TE TREY FONT LL REE NE ER LE RS ARR pe NR LT TN PAR tt 
Pe | 
- TS A CT EE ST SS a en nr Se 
RE A A LL RS RN A RE TS SA TE ES A ne 
{6 ae ieee it « a Pnele 7. by re . aoe a] : ay 
cy ha te ae cee ig, estes POUR phage verte) re ig, = Pipers bicxid Pak se ae ae ee DL we CF ¢SSen ss, 2 < eRe ees Sea ys lees ‘i ala kee eine a seen ‘ as es 2 " e oa Ree Ae ae : ;. os ae 
“a pg Dae eC) ccs p2 Fae nk a a Nee toac eas YA gtr = ea GS Sas oe a Pe SR Sn rae Pd Pao 3 es ae ate mes ai aR POME op. che eto a Ae i Aa ee eae RELIC es Sa geteye Be ee ead tere 4 a ame cores tig Re gg ee Se IG re es er parece. te 
Ls 9 ty ae ae 6 ors la YR Fo Sah st 2 ee en eR ey eter eee ors SU ee is Ee eee chee TEN LON iy ak Me EE Ste Li po Se Sieh wits Nie hep a eee a ak eee eke Meee \ Fae Teer Rest ernie igen nasi a 
ee ae ae ban nephrin a sees Soy eC ay Se a ph a lta act Sak oe; imma ie Mamas et 18 ie ae oe ot hg SCAM a ee we ht oo ie SRE ag RP nor Oey a ey ae a srsictNst Sun — PA aR Mee y Gey. Saat Se PRA a caeea ie Mom dae Ree 0) ona ea ee ae | la a RPA! 5 eV 
ie a fest a ta Ss pan aah ee mae Bac i ee aE tia See es Mine Be iia ey a rene ae oo gen eee Aen rane one oe Regie te, ber ve ne a Rice AG Mi LA cate Sy a me AREY ee Snag ieee oa pe 
ae at toto Bap ra : : CMe ea etd ore Proll ioe vee fo re : bodes ws Gee RPC ares REEL Cs i Ree ee ee (ete or eee a ed sala Me ee lier eaters ata aE a Shs ei 
op eee ; BOS NIL Oa eee hemp 4 eres ; ur F ce Ee Sal ee Boye ies ON cy et i oa : § Ia ok = : Lie ce arreat . Pies Oe ie oltre aA Oe sor vert 
am bees cr ey FORMU Met ces jis. sae ea, tics ceee sii cep al ae oe seater dale ola Eos 5 a SEAS siareyth: sD :3 ae re Se aa eee : eu 
iy ae a eect UR er iene ae es an Paces ye co ht RO eo eee eae lpeig i a sk ee cal uege 1 TANGO ana mneyR #8 Sy Gad Becta airman sa re ue an SON See ee ee Saree GS i ge et eee : : 
Peis © anc ai ee ee Care MES) To tr toes 6) Slavin Denia ar eae eee im Sa eee ‘ ’ oo Rice eae BRO R gta oh RR a. 1 aaa ay) 0 eatin ae. aa a ht eM men) al ee: ARO eS YT 5 Ta? ae 
ena aaS, 5 SSUTMNGDiAia fe 1m tern ere ln Apter Ok) hy Woke Si. ae ty Leo SC Rane en mY ym TI RO VE ee eis sce aeM aC  gg SE Se 2 4 OR RAL So's a aM RY) sate aC Tag ay ee ON aR ei) i cl eR PN Ge cae A ooo a ey 


VV OO =™ er tr oo ** & 


er 6 UNS me | 


Te Vo © 


February 16, 1935 


ADVERTISING AGE 


31 


Earnings of 
Advertisers 


A larger volume of business, but a 
decrease in earnings during 1934 is 
reported by the Libbey-Owens-Ford 
Glass Company. 

Net profit dropped from $4,400,543 
in 1934 to $3,161,832 in 1933. While 
glass prices were lower and while 
payrolls jumped $1,903,706 in 1934, 
manufacturing profit of $7,447,383 
was reported for a decline of only 
$225,000. The company reports that 
other income, including dividends 
from foreign affiliates, was up $200,- 
000. The major part of the decline 
in net earnings was a result of in- 
creased charges for depreciation and 
reserve. 

Greater demands from the automo- 
bile industry, plus a gain of 41 per 
cent in sales of window glass, 
brought about increased sales dur- 
ing the year. 


. = 

Colgate - Palmolive - Peet Company, 
in a statement preliminary to its an- 
nual report, reports net earnings of 
$3,744,106 for 1934, approximately 
ten times the $373,389 earned in 
1933. Total net sales were $71,968,- 
613, compared with $62,313,660, in 
1833. 

vgv¥seg? 

Net loss of the New York Central 
Railroad was $7,682,334 in 1934, after 
taxes and charges, compared with a 
loss of $5,412,513 in the preceding 
year. 

In December net loss amounted to 
$848,334, against $1,410,123 in the 
preceding month and $378,608 in De- 
cember, 1933. 


7, Fo 

Net income of Belden Mfg. Com- 
pany was $180,935 in the year closed 
Dec. 31, 1934, as compared with $210,- 
520 in 1933. The drop was recorded 
despite an increase in net sales from 
$2,956,922 in 1933 to $3,592,024 in 
1934. 


Net income ot Canada Dry Ginger 
Ale, Inc. (Delaware) and subsidiary 
companies was $35,579 for the three 
months ended Dec. 31, 1934, as com- 
pared with $156,474 for the same 
period of 1933. 


La Salle Extension University’s 
net income for the year closed Dec. 
31, 1934, was $137,406 after all 
charges including federal income 
taxes, as compared with $121,400 in 
1933. Gross sales during 1934 
amounted to approximately $3,500,- 
000, a gain of 26.9 per cent over 1933. 


For the year ended Dec. 29, 1934, 
Jewel Tea Company, Inc., reports 
consolidated net profit of $1,243,123, 
compared with $909,325 in the pre- 
ceding year. 


For the nine months to Dec. 31, 
1934, net profit of Holland Furnace 
Company was $337,484, before fed- 
eral taxes, compared with $159,105 
in the same period of 1933. 


While the company’s gross reve- 
nues rose in 1934, earnings of the 
Peoples Gas Light and Coke Com- 
pany, Chicago, dropped to $863,145 in 
1934, as against $1,960,974 in 1933. 

More than $2,000,000 was spent in 
slightly more than a year and a half 
in the company’s “heat by gas” cam- 
paign. Charges to earnings during 
1934 for expenses in developing the 
gas heating business and the losses 
realized on customers’ equipment re- 
moved totaled $1,460,963. In 1933, 
charges for the same purposes were 
$660,370, with the campaign taking 
place during the last half of the 
year. 

Total gross earnings for 1934 were 
$34,642,818 as compared with $31,- 
710,903 in the preceding year. The 
increase, however, did not offset the 
“heat by gas” campaign expenditure, 


and increases in cost of gas pur- 
chased, operating expenses, mainte- 
nance, and taxes. The company ex- 
pects the campaign to justify itself 
in future years, when costs will have 
been absorbed. 
vvwy 

Net profit of the American Ex- 
press Company for 1934 ameunted to 
$1,232,042 as against $1,304,710 in 
1933. 

ne 

Warner Brothers Pictures and sub- 
sidiary companies report for the 13 
weeks ended Nov. 24, net operating 
profit of $16,248 after all charges, 
but before deduction of federal in- 
come taxes, compared with net op- 
erating profit of $124,262 after simi- 
lar charges for the like period of 


1933. After deducting federal taxes, 
net operating loss was $143,751. 
7, 3. 

Munsingwear Corporation reports 
consolidated net loss of $20,876 for 
1934, ag compared with $287,269 net 
profit in 1933. 

= = 

American Telephone and _ Tele- 
graph Company had 1934 net operat- 
ing income, exclusive of subsidiaries, 
of $14,509,906, compared with $13,- 
653,460 in 1933. 

Gross revenues for the year were 
$89,447,908, against $86,695,109 in 
1933. 

vvwy 

Kroger Grocery and Baking Com- 

pany reports $4,198,242 consolidated 


net profit for the year closed Dec. 


29, compared with $4,546,203 in the 
preceding year. 

The decline in earnings took place 
in the last half of 1934. It is attrib- 
uted to increased wages, keener 
price competition in Kroger’s terri- 
tory, market conditions, rising taxes, 
and other factors. 

vvwey 

Net income of E. I. du Pont de 
Nemours & Co. for 1934 was $46,- 
701,465. Sales increased 18 per cent 
as compared with 1933. Total salar- 
ies and wages paid in 1934 rose from 
$45,820,000 in 1933 to $57,760,000 in 
1933. At the end of 1934 the com- 
pany had 38,000 employes on its own 
and wholly owned subsidiaries’ pay- 
rolls, compared with 37,000 at the 


end of 1933. 


Shecter Joins Hecht 


Louis E. Shecter has been made 
sales promotion manager of the 
Hecht Company, Washington, D. C., 
succeeding James Rotto, who has 
been appointed sales manager of 
Namm’s, Brooklyn, N. Y. Mr. Shec- 
ter has been engaged in advertising 
agency work in Baltimore, Md., for 
the past three years. 


Mexican Bank Takes 
Up “Free Show” Idea 


A Mexico City savings bank has 
rented the Cine Principal, a motion 
picture theater in Mexico’s capital, 
for a series of free Sunday morning 
shows for its customers. 

Each pass book is a ticket to the 
“movies.” 


Ther e’s no- 


in Baltimore 


The News- 


Post Wins on 


All Three Counts 


Cover a8e The News-Post reaches 
81%, or better than 4 out of every 5 fami- 
lies in the Baltimore city ABC zone. 
193,600 circulation every day,* by far the 


ordi 
FAMILIES 


Question about it 


largest circulation ever attained and . 
maintained in Baltimore. 


Inf luence Live news and a variety 


of features that 
family circle. 


influence the entire 
Circulation gain of .more 


than 25% in 1934—proof The News-Post 
is now Baltimore’s best-read newspaper. 


Economy t 35¢ a line, with its 
dominant 4 out of 5 coverage, The News- 


Post is the day’s best advertising buy. 
Get the facts and figures today. 


Nationally Represented by the Rodney E. Boone Organization 


*Except Sundays. The Baltimore 
largest circulation in the South . , . 219,235 and still going up. 


Sunday American has the 
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February 16, 1935 


P. O. Resumes 
Campaign for 
Direct Mail 


Washington, D. C., Feb. 14.—The 
Post Office Department expects to 
continue its promotional program for 
a wider use of the mails by adver- 
tisers, the Graphic Arts Association 
of Washington declares. The first 
mailing was described in ADvERrTIS- 
ING AGE. 

At the time that the original mail- 
ing was sent out, the Post Office De- 
partment stated that suggestions for 
additional mailings would be forth- 
coming. However, newspapers of 


Washington as well as elsewhere 
protested against official promotion 
of a single medium. 

The postal education committee of 
the Graphic Arts Association of this 
city, sponsoring the campaign, has, 
however, completed arrangements to 
resume the campaign to familiarize 
mail users with postal regulations 
and the virtues of direct mail. The 
committee is composed of Ross Bar- 
rett, Jr., Standard Press; George B. 
Kennedy, R. P. Andrews Paper Com- 
pany, and Harry Bates, Bates Du- 
Plicating Company. 

The title of the second mailing 
piece, ApverTisine Ace is informed, 
is “The Story of a Lady Who Wanted 
to Buy—But Didn’t Because She 
Couldn’t Reply.” A description of 


the uses and advantages of business 
reply cards will be given. 

The mailing will be sent to a se- 
lected list of 5,000 firms and indi- 
viduals. 


“Post” Advances Bokelund 


Chester Bokelund has been made 
national advertising manager of the 
New York Post. Mr. Bokelund joined 
the Post last fall. At one time he 
was associated with Macfadden Pub- 
lications, Inc., and served Associated 
Farm Papers as Eastern manager. 


Advance Wensberg 


R. H. Wensberg, for many years 
with Bozwell & Jacobs Company, 
Omaha advertising agency, has been 
made vice-president. He will also act 
as general manager for the present. 


JANUARY GAIN 
IN FARM PRESS 
9.4 PER CENT 


Chicago, Feb. 14—Farm maga- 
zines started the new year with a 
substantial gain over January, 1934, 
National Advertising Records reports. 
Lineage carried in 64 farm paper 
editions in January, 1935, aggregated 
507,272, compared with 480,980 for 
the corresponding month of 1934. 

These totals do not include baby 


ePOPULAR FALLACIES OF ADVERT 


“Resolved: 


That the Present Extent of Advertising 


is Deplorable’ 


IN this subject of a recent college 
debate lies a fallacy often express- 


ed by critics of 


feel that there is something sinis- 


ter in the very 


advertising activity. 


If one believed that people have too 
many comforts, that we should go “‘back 
to nature” and to early settler handi- 
craft, then it would be consistent to 
deplore the extent of advertising. For 
advertising is printed and spoken sales- 
manship . . . an effort on the part of 
modern business to carry the news of 
its constant developments to markets 
that have so expanded that they can 
hardly be reached by any other method. 


advertising. They 


size and extent of 


Mass markets require mass methods 
for disseminating information. Adver- 


tising is not extensive because any per- 
son, or group of persons, willed it to be, 
but because the job of keeping 122,000,- 
000 people informed as to what is going 
on in the factories and stores of this 
country is a big one. 


In the United States, we have 175,000 
manufacturers, 1, 


525,000 retailers, all 


AS an advertising man you resent 
unfair attacks upon the integrity 
of your profession. You appreciate 
a defense like this spread before 
260,000 fellow business men, your 
clients. QEvery business suffers 
likewise from fallacious thinking— 


va ny 


coal, ice, banks, railroads, whole- 
salers. They likewise esteem a 
stout defender. QFor 20 years 
NATION’S BUSINESS has fought 
popular fallacies of every busi- 
ness. That is one reason why it 
holds the loyalty of its readers. 


with products which they want to sell. 
... We have 30,000,000 families, all with 
the feeling that they have a natural 
right to comforts and conveniences that 
in other countries are considered the 
prerogative of the few. To deplore ad- 
vertising as a means of reaching them 
is to raise a superficial objection. 


NATION’S BUSINESS 


,000 CIRCULATION 


PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 


chick, live stock or classified adver- 
tising. The gain for January, 1935, 
is 26,292 lines, or 5.4 per cent. 

The increases recorded by individ- 
ual papers are revealed in the follow- 
ing tabulation of lineage of farm mag- 
azines of all types for January, 1934 
and 1935: 


1935 1934 

Monthlies: 

Country Gentleman.... 14,558 14,428 
Progressive Farmer and 

Southern Ruralist: 

Carolinas-Virginia BEdi- 

TD 6456s cae cueeee 12,908 10,740 

Mississippi Valley 

eee 1,981 9,853 

Georgia-Alabama Edi- 

SE rae 11,609 9,721 

Kentucky-Tennessee 

Re eee 11,483 9,733 

Texas Edition ...... 11,281 10,291 

Me DI. cadences 8,865 7,940 

Average 5 editions.. 11,853 10,068 
Successful Farming... 8,695 8,667 
Country Home........ 7,606 6,508 
Southern Agriculturist. 7,596 6,810 
California Citrograph.. 7,563 5,259 
Capper’s Farmer...... 7,476 8,622 
Southern Planter...... 6,958 5,775 
Farm Journal......... 5,988 5,638 
Western Farm Life.... 4,186 3,028 
Breeders Gazette...... 3,201 2,493 
Wyoming Stockman- 

DEE t tesawuee nde 1,997 1,983 
Bureau Farmer........ 1,687 1,352 

Semi-Monthlies: 

Hoard’s Dairyman..... 8,521 7,619 
Oklahoma Farmer- 

Stockman ..ccccccss 7,516 9,795 
Farm & Ranch........ 6,839 8,156 
Arizona Producer...... 5,991 8,099 
Montana Farmer...... 5,081 7,683 
ee 4,999 4,827 
Missouri Farmer...... 4,444 6,301 
Arkansas Farmer...... 3,101 2,886 

Bi-Weeklies: 

California Cultivator... 17,845 10,611 
American Agriculturist 14,081 13,071 

Local Zone Advertis- 

WE ¢cva vieaed acest 1,223 1,572 
Pennsylvania Farmer... 13,949 11,589 
Wallace's Farmer & 

Iowa Homestead.... 13,622 16,666 
The Farmer: 

Local Edition....... 11,944 2,949 

Minnesota Edition... 10,651 12,339 

Dakota Edition...... 7,817 10,442 
Washington Farmer... 11,001 9,298 

Zone Advertising.... 1,099 cece 
Oregon Farmer........ 10,731 8,196 

Zone Advertising.... > coco 
Prairie Farmer: 

Illinois Edition...... 10,583 13,422 

Indiana Edition..... 8,396 9,095 
Nebraska Farmer..... 10,345 10,186 

Zone Advertising.... 5,225 5,407 

Average 6 Editions... 11,216 11,087 
Idaho Farmer......... 9,414 8,295 

Zone Advertising... . 567 roe 
Wisconsin Agricultur- 

ist and farmer .... 8,553 10,741 
New England Home- 

AA eee 8,289 9,300 
Ohio Farmer.......... 7,673 10,273 
Michigan Farmer...... 6,827 6,277 
Kansas Farmer (Mail 

| 5,833 6,010 

Zone Advertising.... 976 eee 
Indiana Farmers Guide 5,509 8,677 
Missouri Ruralist..... 5,217 4,347 

Zone Advertising.... 1,548 wie 
Dakota Farmer........ 5,073 8,365 

Weeklies: 
*Pacific Rural Press... 23,543 17,161 
+Weekly Kansas City 

 . reenter 18,745 17,129 
*Rural New-Yorker ... 14,066 14,373 
*Capper’s Weekly..... 11,476 9,801 
+Semi-Weekly Farm 
Ps Be re 6,979 7,366 
*Dairymen’s League 

ol rr ee ree 3,273 2,660 

Total, all classifica- 

NE eer 507,272 480,980 

*Four issues in January of both 
years. 

Five issues in January of both 
years. 


Sachen to Many, Blanc 


Edward J. Sachen has been named 
advertising director of Many, Blanc 
& Co., Inc., Chicago, makers of Du 
Bouchett liqueurs. He was formerly 
associated with the advertising de- 
partment of Commonwealth Edison 
Company, Chicago. 
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RCIAL ART 

COM'‘L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 
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RELIABLE 
UNIFORM 
SERVICE 


COMMERCIAL 
ILLUSTRATIONS 


HEN FINE ART and PHOTO- 

GRAPHY are MERGED—they 
constitute the most desirable and the 
most pliable form of Commercial Illustra- 
tion available today. 

We have long favored this happy com- 
bination and excel in its production. 

The term Photo-retouching scarcely 
applies to this work inasmuch as along 
with thorough Fine Art ability and tech- 
nical knowledge we are able to create and 
add to the photograph the missing 
essentials required by good taste— 


ADVERTISING ART STUDIOS 
456 FOURTH AVENUE, N.Y. C. 
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ADVERTISING AGE 


February 16, 1935 


yale 


What outstand- 
ing advancement 
has been made in 
connection with 
the processing 
of ethyl gasoline? 


O. B. Andrews, 
tool room super- 
intendent, Hart- 
ford, Conn.— 
““My business is 
making certain 
parts of motors 
that are motivated 
by gasoline, but I 
hope you’ll excuse me for not know- 
ing much about technological prog- 
ress in the chemical industries.’ 


A. D. Butler, con- 
struction engineer, 
New York—“‘I heard 
about it at the Engi- 
neers Club the other 
day. It’s something 
to do with a new 
source of one of the 
essential chemicals 
that go into ethyl! 
gasoline.” 


Bromine is that essential chemical. 
The largest and most convenient 
source of bromine is sea water. But 
for years leading men in chemical 
engineering were stumped as to 
wways and means of scooping out 
athe ocean on a gigantic scale and 
in the right place to prevent con- 
tamination by the dispelled resi- 
due. The problem was finally 
solved at the height of the de- 
pression. 


Today a $3,500,000 plant is oper- 
ating on the Cape Fear peninsula 
in North Carolina, pumping 26,000 
gallons out of the Atlantic Ocean 
every minute. For every ounce 
of bromine thus extracted five 
tons of useless sea water goes into 
the river on the opposite side of 
the peninsula. 


This is an example of chemical 
engineering as it is practiced to- 
day in the many branches of the 
process industries. It is the 
science of producing in commer- 
cial volume the products uncov- 
ered in our modern chemical lab- 
oratories. A product such as 
bromine is but one of thousands 
that chemical engineering pro- 
duces. Reduced to broad classifi- 
cations there are 20 major groups 
of products, each group represent- 
ing a sizeable industry in itself. 


“Chem & Met” by rendering a 
bread and basic publishing service 
to chemical engineering, gives to 
advertisers a market composed 
of 20 industries. Even in a de- 
pression year these industries 
produced 6 % billion dollars’ worth 
of products. At all times there is 
activity som where in this inter- 
esting field. This fact was demon- 
strated all through the depression 
when chemical engineering activ- 
ity out-distanced the rest of 
industry. 


Chemical engineering is the sci- 
ence of producing in commercial 
volume the products of our mod- 
ern chemical laboratories. 


* 
CHEMICAL & METALLURGICAL 
ENGINEERING 
A McGraw-Hill Publication 
Member of ABC-ABP 
330 West 42d Street, New York 
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NEWSPAPER ADVERTISING LINEAGE FOR 1935 AND 1934 IN 81 LEADING CITIES 


Total 


Total 
c (Including (Including 
ity Retail General Automotive Financial Classified Legal) City Retail General Automotive Financial Classified Legal) 
1935 1,174,430 176,055 114,283 15,506 1,7 1935 779,178 206,667 126,337 16,997 66 1,295,346 
BOD .kvccve pa 1,003,677 151,475 50,104 16,642 *Omaha ..... 1934 704,599 201,640 65,140 11,832 ,02 1,171,901 
y + 120,753 + 24,630 +64,177 ——1,136 Diff + 74,579 + 5,027 + 61,197 + 5,165 22,3 + 123,445 
1935 708,147 319,052 83,653 49,028 203,162 7 1935 987,616 312,452 75,618 21,769 227,734 1,639,635 
SAtbans =....; 1986 33 204 776,452 92,119 40,167 195,616 173 | Peoria ....... he 1,032,526 wey 67,496 errr 202,727 1,629,773 
) —25,057 + 42,600 —8,.466 - +8861 + 7,546 + 20,834 di + 35,505 + 8,122 +1,61 + 25.007 + 9,862 
1935 327,364 105,713 64,725 9,941 73,209 584,292 |, 1936 694,891 208,309 126,529 505,890 3,974,074 
Albuquerque .1934 291,304 92,930 57,381 14,046 80,352 539,809 | “Philadelphia .1934 157,484 316,710 134,023 594,083 = 4,419,733 
Diff  +36.060 412.783 +7344 4,105 = —7,143 + 44,483 nee ee i a eS 
1935 «869,784 299,859 112,904 42,120 282,869 1,613,176 a ee )6=— Pere tans + i a 
Atlanta ...... 1934 787,754 290,715 97,286 39,799 256,067 1,478,488 | Phoenix ...... oa rig rt 2 eae eo 552,302 879,786 
Diff —+82,030 +9144 — +15,618 +2321  +26.802 +134,688 te on 23 ee 1 P 
_ - > - a 1935 663,406 26,057 174,670 48,15 286,654 2,705,991 
1935 178,945 64,096 18,875 5,774 42,288 317,766 96 63 29 54: ° 9246 °57. : 
tAtlantic City.1934 189,806 53,276 25,235 8,084 46,281 200) ee ee ag Og py HS Bee 
Diff —10,861 _+10,820 —6,360 —2,310 —3,993 | —17,643 aE —— a3 a — = — 
753 ( 240, 8,78 26,199 289,589 432, 
1935 1,388,198 444,569 165,076 60,282 446,042 2,514,950 ph pened rg a ye or rete ne 
*Baltimore ..1934 1,338,361 458,448 239,057 63.843 438.506 2,576,582 | ream ----- el Ae pd | yg od 
. 905,8 25, =o, 3, . 05,0 =~ 2B, O52 7 72 ‘ : ——§7 : 7 
ar ae = ne lle + Ti | Cones Diff + 70,07 +130 +41,318 77+ 35,178 + 147,679 
att 5515s —— 7-345 535 545-1 eTs 1935 $92,783 237,668 120,221 51,557 229,165 1,604,164 
ert ‘ . iagt ey 990, Providence 1934 799,683 223,054 102,397 63,335 217,645 1,459,046 
Birmingham ono ei ryt * 60,381 107,036 1,043,018 Dift + 93,100 +14,614 +17,824 —11,778 +11,520 + 145,118 
~aiieke a RE od A eee 1935 586,993 144,471 2,248 12,992 109,059 954,864 
~ ————— — --= 4 995 ¥ 2,2 2,992 05 54, 
1935 2,692,464 930,702 270,389 108,427 451,971 4,495,425 Readin 1934 577.013 166 420 62.278 23.344 115 490 981,448 
**Boston ..... 1934 2,467,645 808,656 347.2 2,82 69,112 240,166 eae sy yt} ye > Ae Hip ry ; 
aapaens 65 47,245 102,820 469,112 4,240,166 Diff +9,980  —21,949 —10,030 —10,352 —6,431  —26,584 
Diff +224,819 +122,046 —76,856 +5,607  —I17,141  +4255,259 TTT ETT TET 70781 RTT TOT ea 
1935 1,033,377 +» 302,315 151,408 50,826 222,086 1,776,267 var a2 or han 5a'28 37545 Z "179. 
i Totes Richmond 1934 707,627 175,042 56,291 37,545 192,430 1,179,335 
Buffalo ...... 1934 888,067 278,978 159,987 48,800 213,020 1,602,576 Diff 488/334 +17161 +14,460 —4'110 —1,582 +109,171 
Diff +145.310 +23,337 —8,579 + 2,026 +9,066 +172,681 TT RTT) saa 258 Tike os IG bil” 3.648 346 
1935 261,619 99,040 27,453 6,042 66,120 493,211 |» ‘ 093.15 28197 ry mer 261, 11944302 
°camden 1984 319 875 wa ise a3 nie +H ha 3 ai, | "Rochester 1934 1,093,197 281,974 191,301 93,154 261,378 1,944,302 
+949 RR > IRB oe ry Pees cia. <aian Diff +102,292  +23,476 —12,067 —4,121 _+ 15,540 + 121,538 
© +? «V,9 é ==Ve e =a) 6 @ . Seon 
7 ~ - 935 1,171,027 372,768 55,027 38,57 388,493 2,130,395 
1 RE 60,393 21,378 118,147 812,372) st. Louis i934 11148-4387 826.870 166,092 30210 «404.493 2,078,873 
Chattanooga .1934 392,695 118,511 40,585 24,023 102,151 al eee Diff  +27,590 445.898  —-11.065 48.369 —16.000 +54,522 
Diff  +76,136  +28,217 +9808  —2,645 +15,896 +131,043 Tt) a CCT a TSS i COR a7 TT A 
1935  2,024,6 7 2 : ; 783 : e ona pg y eye tty Pods 
CChicege .....2808 Leekeet Sense  sakann {8.529 828.564 4,046,782 | salt Lake City.1934 614,239 = 202,255 85,575 34.976 177,354 1,306,092 
- SOI 0-- o,4. o<9,2 ’ J “, »o-4, - 9 Tad —-2 279 94° 9 
Diff +139.279 +37,515 —44,661 411,070 —+32.987 + 222.677 ane a a = ve a are sw 
1935 =-:1,110,741 349,366 145,829 46,451 340,454 2,002,561 geet 5 cb ets ? 28 14 "ary 
Cincinnati -1934 1,014,204 324,402 154,989 27 318,524 1,893,542] "58" anteate...2 Caan Pg 4 otaaes Be y+ a8 eT aE 
Diff _+96,537  +24,964 —9,160 2 +21,930 +109,019 TT 537-604 TaTT) 715531 reMTh) RTT Re TR GL) 
" 1935 1,350,945 374,962 178,093 317,961 2,278,514] ca, Diego 1934 889.379 928 988 97.384 46.065 301.661 1.575.029 
leveland .1934 1,257,477 329,033 185,651 284,176 2,100,155 eee 4-4 wth "O87 3. "92 + 85, 
Diff 493.468 445.999 rn 868 38786 4178-860 Diff +35,225  +32,706 + 13,057 —3,498 —1,921 + 85,341 
1935 983,178 286.697 131.311 364,760 1,748,783 935 1,130,883 475,050 233,252 74,965 659,068 2,600,689 
Columbus -1934 $94,939 293,871 133,428 245,524 1,653,108 *San Francisco.1934 1,089,972 478,725 262,444 78,182 587,299 2,516,656 
Diff  +88/239 7174 ne 117 4183068 | 3 OR OTS Diff +40,911 —3,675 —19,192 —3,.217 +71,769 +84,033 
oe ; = = —_ a 1935 724,771 290,516 81,763 37,445 405,247 1,540,553 
Dallas ....... 19s Laenaiy 353.314 $2 088 ool pf CS ere 1934 668.652 —«-289,760 96,873 43,754 373,431 1,475,280 
Diff 28.294 —8840 —2'371 Py ieee Hy +43 Diff + 56,119 +756 —15,110 —6.309 +31.816  +65,273 
- - : — — 52 j 017 3,103 $5,583 648,889 
Dayton ...... 1934 ++ 4 = red pod grey see aga | Sloux City....1984 376,822 125,384 34.092 S652 108,664 642,210 
ae THE pone ere nk a tod_+ 278.363 SS age arose 
1935 670,113 209,054 37,094 21,716 240,256 1,238,938 oees * oy Hey 34227 549 
Denver ...... 1934 588,157 183,909 67.666 19,708 240,246 vase 38s South Bend...1934 583,441 136,459 41,643 28,527 134,227 943,549 
Diff +81,.956 +25.145 +19/428 +2008 +10 4/116'687 Diff +11,275  +21,554  +23,953 —5,989 —17,171  +27,863 
Dee Motwen A GRE SULIGS Lag Inari —THhgu — 820 | oscaaoe tte nea aes ide ueniie | finers 
Moines.... 461,924 193,565 65,096 10,418 164,652 ae Te waa paged bee We: 53.884 30182 
Diff —25,786 +17,584 432,011 42.073 +6690. +81.107 Biff +27,476  +32,723  +12,189 +4,088  +53,884 +130,182 
1935 1,348,810 477,936 229,984 618 576 5; ——— 1935 790,550 292,672 129,587 33,972 208,260 1,491,882 
* i : pd i Soe 18% 46,539 © 2,670,524 * ‘ 9 - 
Deere sooooRRig MERASEE CATE SMbUS Shang ieee” REGRAGL["evrecme tig URS Hiata steass  etee Sens “tha 
= +11 863 +53,061 —85,160 +4,607  +4121,747 +204,683 TH Tit 32i TENT ET TF as e836 541 361 
7 = = 2, 06,46 “> o- oe ’ 
Easton ...... 1934 reed iy 44 19,848 17,057 39,483 471,365 | pacoma 1934 373,683 143.437 57,937 15,310 181,219 774,702 
RE RP a BR —— | ae Diff +38,958 +8,791 +4499 42,215 +14,151  +67,259 
2 : = — — —— 774,83 191,356 62,392 32,171 151,891 1,318,545 
El Paso....... 19st a84786 103;086 16.533 Sess state caatans | Toledo veceseed934 662;998 «191.201 66,087 24,044 147,018 1,099,073 
Diff +16,518 +2,174 +15,256 4434 +t rt Diff +4111,842 +155 + 96,355 + 8,127 +4,873  +219,472 
M 2. xy" +10,216 +45,471 
1935 406,347 155,068 47,818 6,020 15 5 1935 1,856,786 454,463 194,993 130,935 506,000 3,212,786 
. 95,0 8 ; 9,099 811,556 Ape : ‘ 57 
Erie ......... 1934 366,502 173,366 51,711 10,811 167,848 796,769 | Toronto ......1934 1,859,727 423,877 197,369 141,615 525,367 3,158,081 
Diff +39,.845  —18,298 —3'893 —4'791 37494-14797 Diff —2,941 + 30,556 —2,376 —10,680 +40,633  +54,705 
. 1935 740,301 177,929 67,791 30,502 li7.624 1 168.938 eee petites ors sores oifane pry ers senate 
G - . ’ ~ ve , , 299 97 9 
vansville 1984 532,880 169,464 49,344 54,004 139,986 980,506 | Trenton ccoootans wig itd — sees Roy ates ‘Sahona 
- + 207.421 +8,465  +18,447 —23.502 —22'462 4188/4392 TOS = — “ORTH 16.063 Tare 973,517 
23 7 oon —— - ~ F 5 62 59, 3: : 56,2 3, 
Quill’ Sever... tS eae og oH peg te Paes ae aestaeana | Teme veveeees984 588641 :147,931 55,942 20,777 205,062 «972,816 
Diff +40,516 + 6,873 —4,381 +1826 “3644 an Diff + 50,535 —6,302 +13,415 —4,714  —48,804 +1,201 
, ss 82 —3, 4 40,267 
1935 580,445 179,487 44,177 26,901 7 1935 2,187,935 541,958 212,103 66,181 603,840 3,670,788 
Ft. Wayne....1934 503,408 166,925 43.659 on267 112,093 "geglggg | “Washington .1934 1,764,197 446,053 258,876 os lng gh lenes  2er4 
Diffé +77,037 +12.562 +'518 43.634 +90148 4.83689 Diff +95,905 —41,773 +17,.252 +41,095 +516,819 
iba TERT een = aie — panes 1935 1,455,213 310,832 174,485 84,448 224,757 2,377,379 
4 ° 7 yor Pry of e9e ‘ q $ °o1°% - 9 9 
Ft. Worth....193¢ 444,428 251,579 52,093 Se Ne le el Elle pS ie 9g 4 oreeT-ctaess "105,886 
a —637_— — 20,826 + 30,239 = +2645 = + 15,974 426.857 | _GrouP_..---- ; = boo sie as 007 TROT TYR BRITE 
193,327 34,474 26,283 14,597 78,476 370,103 os rey Spee “ee ry 2245671178, 
I A HR 
— IT eee aa eee ah 3 EET SiaeiTs Sa5i3 43 164 Ton 180 Len318 
5 234,672 44,909 13,133 16,307 23,18 334,95 8 BB + ; 3 787, 
Glen Falls....1934 187.111 40,232 16.999 13,081 eT oos aay go] | Wilkes-Barre..1934 1,277,739 232,761 102,598 39,290 113,632 1,787,490 
Diff +47,651 + 4,677 + 2,834 —1,744 —3.814 +47,699 Diff +58,603 —16,285 —36,385 +3,874  —11,452 —5,172 
1935 366,480 160,576 66,240 13.877 7 a 1935 728,587 225,971 82,476 23,588 128,100 1,227,959 
“Harrisburg .1934 311,166 143.476 85,589 13.634 67.051 63e.017 | Worcester i See | Ue (ee ee Se 
~ siaue +17,100  —19,349 +243 +2,949 — +.65,365 ae aes a a 355 rs) ee eT 
: 611 238,844 164,281 67,965 112,330 1,567,331 eget ro , 3 92.417 ; 
Hartford ..... 1934 910,713 191,468 185,605 78,707 127,161 1.511.186 Youngstown 1934 543,734 141,613 45,562 _ 18,836 92,417 841,071 
Dift + 70,898 + 47,376 —31,324 —10,742 —14.831 56.145 Diff + 81,855 + 9,527 + 23,536 6,424 + 28,765 + 140,244 
1935 884,021 245,453 99,480 2.961 Te as 1935 72,343,637 21,897,086 8,711,922 3,325,782 20,140,449 128,911,972 
Houston ..... 1934 752,908 246.113 79.240 an eee pogo peerage Totals ....... 1934 68,148,107 20,498,910 8,680,857 3,818,836 19,024,308 122,252,072 
Diff  +131,113 —660 + 20,240 —2,715 —29.255 4113171 Diff +4,195,530  +398,176 +31,065 —493,054 +1,116,141 + 6,659,900 
: ; 1935 1,100,691 270,027 86,713 34,472 370,201 1,879,153 *“American Weekly” lineage included. 
ndianapolis - ee ie ig 4 ee eet 5 37,028 356,933 1,818,957 +Des Moines, Jamestown and Newark figures on pot worvenre in ae yo eee | 
, 962 +13, —2,556 + 18,268 + 60,196 1“Press Union,” morning and evening, sold only in combination. neage of one 
1935 525,997 283,327 81,162 $3,117 160,972 1,640,726 | @!tion, morning, te shown. 
Jacksonville ..1934 477.960 145,672 65,824 36.587 168.882 903.391 2“Globe,” morning and evening, sold in combination. Lineage of one edition, eve- 
Diff +48,037  +87,655  +15.338 —4,470 +1,090  +146,337]| Ding, is shown. ‘a 2 
1935 424,957 78,214 30.643 12.100 39.079 430308 “Courier,” evening, and “Post,” morning, sold in combination. Lineage of 
Jamestown ...1934 378,897 80,675 27,257 17,324 64,845 583.873) CoUrier. only is shown. “ ” 
Dift + 46,060 —2,461 3,386 0 _ add. «“Bvening News” carries the same amount of advertising as the ‘Patriot. 
3 5 2, +3, —5,224 —5,766 + 37,830 5“Bvening Appeal,” discontinued, effective July 1, 1933. 
™ - ot 519,130 146,685 46,998 36,114 112,002 883,491 6“Tennesseean,” morning and evening, sold in combination only. Lineage of morn- 
noxville -1934 400,759 115,357 35,080 42,935 91,322 694,339 | ing edition only is shown. 
Diff +118,371 +31.328  +11,918 —6,.821 +20,730 +189,152 7™Journal,” is an all-day paper. One edition only is measured. ” 
1935 1,623,993 511,935 232,180 64,690 $15,892 3,251,716 $1934 figures include the advertising of the ‘‘Morning Ledger’ and Sunday Ledger 
*Los Angeles..1934 1,481,835 485,484 167,367 76,039 696.752 2.911.645 | Which discontinued publication April 15, 1934. 
Diff +142,158 + 26,451 + 64,813 —11,.349 +119,140 + 340,071 —Media Records, Incorporated. 
1935 227,111 59,217 26,195 3,999 24,772 344,370 
Manchester ..1924 213,706 56,037 23.179 4,050 26.464 327,849 
Diff wit cts sae ® . + 
a te Reo 5.086 61_—1.e92__+16.621 Ted Lewis Signs for Club Seeks Slogan 
075 ; ’ ; 723 ~—«:1,876,112 
Milwaukee ...1934 1,092,926 311,670 165,391 43,882 230,180 1,856,449 Goodrich Broadcast| The Advertising Club ef Oakland, 
Diff —106,853 +25,927 —16,057 +159 +114,543 +19,663 Tea Lewis bk igned for now Cal., has started a slogan contest to 
j 1935 653,651 170,973 71,163 25,549 161,175 = 1,084,564 or oteagigg Ailggo S secure a 10-word slogan to convey the 
Memphis ....1934 624,880 185,187 49,559 22,886 150,993 1,063,265 |Fadio series to be sponsored by the|jgeq that the club sponsors not only 
Diff _+18,771 —14,214 + 21,604 +2,663 +10,182_ +21,299|B. F. Goodrich Company, Akron, O.,| savertising, but also selling. The 
7 a , ° 
1935 1,091,700 303,585 96,015 26,159 233,803  1,773,334| beginning March 8. The program| inner will receive free club lunch- 
Minneapolis ..1934 1,042,022 293,654 77,925 35,469 231,301 1,703,523] will be heard each Friday from 9 to 
Diff +49.678 +9,931 +18,090 —9'310 + 2.502 eons during March. 
: : 2,502 __+69,811| 9-45 p. m. Chicago time over an NBC 
1945 1,643,406 462,607 135,005 69,483 200,296 2,527,789] - - ‘ “Doe” Rockwell h be as rT 
Montreal ..... 1934 1,540,317 «384,848 «163,991 «109,885 = 189,965 2,409,686 | Bet Work. oc Xockwell has been : ° 
Diff +103,089 +77,759 —28,986 —40,402  +10.331 +118,103|engaged as comedy star. Asks Station Permit 
1935 447,986 167,433 87,779 34,602 102,796 847,034 Be ee RE Bea i i 
*Nashvile 1934 367,518 165,255 42,528 34,642 106,214 719,669 bo —__ Daily ag my filed 
Diff + 80,468 + 2,178 + 45,251 —40 —3,418  +127,365 El W.W.Z h d application for permission to Ccon- 
1935 1,022,573 270,214 160,700 76,613 480,234 2,125,738 ect ° - Zahrnat struct a radio broadcasting station, 
Newark ...... 1934 1,039,584 222,688 172,095 82,359 247,578 1,898,926 Walter W. Zahrndt, who recently with a power of 100 watts at night 
Diff —17,011 +47,526 —11,395 —5,746 + 232,656 + 226,812] ined a “pecretar ° and treasurer | 20d 250 watts in the daytime, with 
1939 ~=—-:1,215,654 311,256 80,577 80,556 412,245 2,236,445 | "C518 “ y unlimited time. 
New Orleans..1934 1,217,492 381,048 78,446 121,415 410,248 ~— 2,286,139 Of Jimm Daugherty, Inc., St. Louis 
Diff —1,838 —69,792 +2,131 —40,849 +1,997 —49,694|advertising agency, has been elected a a a 
1935 4,448,377 1,556,071 371,864 336,281 818,983 7,570,461 | Vice-president and treasurer of the > 
*New York...1934 4,125,526 1,394,966 522,737 312,828 853,513 7,239,452 ly- ized Kelly-Stuhl Com- O Shaughnessy for Self 
sé , newly-organized Kelly-Stuhlman Com 
Diff +322,851 +161,105 —150,873 +23,453 —34,530 4+331,009 pany, Mark Bldg., St. Louis James O’Shaughnessy, who recently 
1935 527,510 190,727 90,977 44,484 340,744 1,473,390 P Sh add ‘ resigned as vice-president of Outdoor 
Brooklyn ....1934 569,800 176,431 117,077 50,231 358,544 1,461,837 Advertising Ine has’ established 
Diff —42,290 +14,296 —26,100 —5,747 —17,800  +11,553 nheal? os general eanneak ta Giver 
1935 344,167 54,842 23,143 6,123 31,901 476,672 es 5 
Niagara Falls.1934 253,604 54,159 13,921 12,961 21,807 372,413 Abbott Promot Downs tising at 17 East 42d St., New York. 
Diff + 90,563 +683 + 9,222 —6,838 +10,094 +104,259 Charles S. Downs has been named —— 
1935 527,563 179,634 98,954 17,482 308,389 1,162,178 |advertising manager of Abbott Labor- ° 
Oakland .....1934 486,671 168,966 86,706 16,051 302,991 1,084,463 | atori North Chi ll Jones to Nielsen 
Diff +40,892 +10.668  +12,248 Seren, Sree cago, si» 85 Sep 
. ' s +1,431 +5,398 = +77,715 
i936 331 bei 350.583 ees THOT SSC3TC LTT ane | emer to the late C. R. Jackson. Mr. Eugene R. Jones, Jr., has joined 
Okla, City.....1934 622,169 226,211 86,869 29.558 198.360 1,167,315] Downs has been in the firm’s adver-|the A. C. Nielsen Company, Chicago, 
Diff +59,792 + 3,641 + 22,775 —6,652 +26,914 +104,011!tising department for several years. | merchandising engineer. 
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DAILIES’ GAIN 
IN LINEAGE IS 
0.4 PER CENT 


New York, Feb. 14.—Newspaper 
lineage in 80 cities continued the re- 
cent record of increases in January, 
1935, figures compiled by Media Rec- 
ords, Inc., indicate. Advertising in 
all classifications in January, 1935, 
aggregated 128,911,972 lines, com- 
pared with 122,252,072 for January, 
1934. The gain is 6,659,900 lines, or 
5.4 per cent. 

All classifications, with the single 
exception of financial advertising, 
contributed to the gain. Retail line- 
age amounted to 72,343,637, repre- 
senting an increase of 4,195,530, or 
6.1 per cent. General lineage was 
21,897,086, a gain of 398,176, or 1.4 
per cent. 

Automotive lineage aggregated 
8,711,922, an increase of 31,065 or 0.35 
per cent. Financial declined to 
3,325,782, a loss of 493,054, or 12.9 
per cent. 

Classified amounted to 20,140,449, 
registering an increase of 1,116,141, 
or 5.8 per cent. 


Mutual Radio Network 
Appoints Weber, Innis 


Fred Weber, formerly of National 
Broadcasting Company and Ameri- 
can Broadcasting System, was named 
coordinator of the Mutual Broad- 
casting System, in charge of traffic 
and station relations, at a meeting 
at the Drake Hotel, Chicago. 

R. D. Innis, formerly a member of 
the Chicago Tribune’s business sur- 
vey department, was appointed MHS 
sales promotion manager. Mr. 
Weber will have headquarters in 
New York, but Mr. Innis will con- 
tinue in Chicago. 

Immediate exchange of sustaining 
programs was agreed upon by MBS 
members, including WGN, Chicago; 
WLW, Cincinnati; WOR, New York; 
and WXYZ, Detroit. The network 
carries approximately seven hours 
of commercially sponsored programs 
weekly. 


Mentholatum to 
Intensify Drive 


Mentholatum. Company, Wichita, 
Kan., has increased its newspaper 
schedule in five Southern states. 
The account is handled by Dillard 
Jacobs Company, Atlanta. 

A news report in ADVERTISING AGE 
confused this advertiser with the 
Creomulsion Company, Atlanta. 


“Photoplay” Advensne 
Curtis J. Harrison 


Curtis J. Harrison has been ap- 
pointed eastern advertising manager 
of Photoplay Magazine, succeeding 
Herbert J. Donohoe, resigned. 

Mr. Harrison has been with Photo- 
play for sixteen years, most of them 
as western manager at Chicago. 


e PHOTOSTATS - 


RIGHT the 
FIRST TIME! 


RAPID COPY SERVICE 
New York oo yy Bonen 


Cleveland: Main 9335 


State 5977 
For All Branches 


Chicago 


“Pages” / 
that SELL. 


Four pages—one sheet 
of sturdy bond paper 
—covering Ll major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional or national) —now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as ''questionnaires.”’ ¢ ¢ Send for samples today, 
on your letterhead. No obligation to buy. 


“FOUR PAGES’ 


Reg. U. S. Pat. Off. 


‘ ADVERTISING MEDIUM ANALYSIS 
San Franci 


$00 Sansome Street 


“Times-Picayune” 
Is 98 Years Old 


The New Orleans Times-Picayune 
was 98 years old Jan. 25, not 68 
years old, as reported in Apverris- 
ING AGE of Feb. 2. A special his- 
torical article describing the growth 
of the newspaper appeared in the 
issue of Jan. 25. 

Since the paper was founded in 
1837, publication has been continu- 
ous except for two months during 
the Civil War when Federal troops, 
occupying New Orleans, suppressed 
the newspaper and seized its plant. 


H. D. Bittum Dies 


Herbert D. Bittum, local advertis- 
ing manager of the Boston Evening 
American, died Sunday, Feb. 10, at 
his home in Newton Center, after a 
brief illness. 


Spence Heads 
Hearst’s New 
Radio Station 


Atlantic City, Feb. 14.—Norman 
Reed, program director and chief an- 
nouncer, will succeed Edwin M. 
Spence as vice-president and general 
manager of WPG Broadcasting Cor- 
poration in charge of the city-owned 
station here. 

Mr. Spence’s resignation takes ef- 
fect Saturday. On Monday he be- 
comes manager of WBAL, largest 
transmitter in Baltimore and in 
Maryland. The latter formerly was 
owned and operated by Consolidated 
Gas and Electric Company of Balti- 


more, but recently was purchased by 
William Randolph Hearst to become 
the fifth unit in Hearst Radio, Inc. 
The fate of WPG meanwhile is 
uncertain. For the last five years 
it has been under a lease to Colum- 
bia Broadcasting System, which ex- 
pires May 1. CBS has not yet taken 
up its option to renew, and is be- 
lieved to be awaiting the outcome of 
Federal hearings in Washington, 
where WPG seeks full operating 
time. It now shares time on its 
wave-length with WLWL, the Paul- 
ist Fathers’ station in New York. 
Mr. Spence became municipal di- 
rector of radio when Atlantic City 
built WPG in 1922. He is one of the 
original members of the National 
Association of Broadcasters, has 
held various offices in that body, and 


has participated in Department of 
Commerce conferences in Washing- 
ton on broadcasting regulations. 


Club Makes Award 


Helen Duras has been awarded the 
Marquette University scholarship 
offered by the Women’s Advertising 
Club of Milwaukee. The award was 
made by Alice Marie Kiesslich, ad- 
vertising manager, American Lace 
Paper Company, as chairman of the 
scholarship committee. 


Holds Art Contest 


High school art students in Penn- 
sylvania will compete in a poster 
art contest being conducted by Al- 
pha Delta Sigma, professional adver- 
tising fraternity. The Outdoor 
Advertising Association of Pennsyl- 
vania is one of the contest sponsors. 


« Announcing 


The National News belly for Youth 


CHECK THESE POINTS 
No Other Publication Offers Them All 


1 Sustained magazineinterest com- 
bined with the action of news- 
paper presentation. 


2 30 exclusive weekly features. 
3 Four-color Rotogravure. 


4 Color available in units as small 
as 200 lines. 


5 Full visibility of all advertising 


10 Circulation 95% in major met: 
ropolitan markets. 


TO YOUR 


JUST HAND THIS [>> 


SECRETARY 


! 


to see 


YOUNG AMERICA “The National Newsweekly for Youth,” will appear on 
newsstands and go into the mails on March 6. To the many advertisers to whom 
100,000 young people represent a valuable direct market, and a strong family 
sales force, YOUNG AMERICA offers a new and interesting sales opportunity. 


YOUNG AMERICA is crammed full of stories— 
hobbies—unusual cartoons and comic strips—inter- 
views with famous people! The latest news in all 
fields that interest you—all illustrated in color. Con- 
tests, too, of the best sort. A few more of the thirty 
features in each issue: 


In the Air—On the Land—At Sea 
All-in-a-week—A News Column 
An Exciting Newspaper Serial 
The Book of the Week 

Sports Story by a Famous Athlete 


Late News Photos 


matter. 
6 No expensive plates necessary. The World of Seamps | 
7 Only § a aca f Theatre—Movies—Art 
ee Le ae: Interesting Things to Build—and 
four-color advertisements. Del ‘ 
sansa 4 bad 15 other striking features, from pets and radio to cross- 
,000 guaranteed net paid cir- ‘AL 
cdniene wide-ouagavecnd word puzzles and pease will appear every week 
irls. 
a , The Publisher promises to make this publication the re- 
9 Unusual circulation bonus. 


flection of the ideals of American Youth, to be trustworthy 
and fair in presenting the news, to be clean and- clear in 
writing, to be just and honest in every effort. 


To my Secretary: Clip this coupon to a letterhead and mail it to the 
ETON PUBLISHING CORP., 32 East 57th Street, New York, 
N. Y., and have one of their representatives call on me at 


coccccQ@ MGs WOME. .ocosscciccennseccnceeeeeneeie eee 


Mr. 


Miss See eee eH SHEESH HEHEHE HEHEHE SEES HEHEHE HEHEHE HEE EEEE 


Or have them send me a sample copy with rate card and other in- 
formation. 
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Stage Kre-Mel Sampling 
Campaign in St. Louis 


A house-to-house sampling test of 
Kre-Mel, product of Corn Products 
Refining Corporation, New York, 
was completed this week in St. 
Louis. The distribution was made 
by Triple A Advertising Carriers, 
Inc. 

Further sampling tests in addi- 
tional cities during the spring are 
contemplated. 


Toy Maker Appoints 

Knapp Electric, Inc., New York, 
maker of the Knapp Electric Ques- 
tioner and other toy items, has re- 
turned its advertising account to 
Churchill-Hall, Inc.. New York. The 
agency handled the account from 
1929 to 1932. 


LD 


romotion for them; 
roblems for you 


The mammoth construction proj- 
ects breaking in the south, the 
west and the central west keep 
the circulation department of En- 
gineering News-Record and Con- 
struction Methods as busy as the 
proverbial one - armed paper 
hanger. Every new project of 
unusual proportions means pro- 
motions in the ranks. Office en- 
gineers become officials on some 
part of the field work. Field en- 
gineers move up. Surveyors 
climb the ladder to assistant en- 
gineers. New superintendents 
come into the picture, etc. 


And every promotion means a 
new contact to be established by 
manufacturers doing business 
with the construction industry— 
a new man for salesmen to find. 
It may also mean a new subscrip- 
tion prospect for Engineering 
News-Record or for Construction 
Methods. 


It is our practice as soon as a 
big project gets underway and 
engineering officials are on the 
ground, to make a careful circu- 
lation canvass of the top person- 
nel. The project literally be- 
comes a plant and the circula- 
tion department works it just as 
it works any other kind of a 
plant. 


Take for instance, the 35-million 
dollar Muskingum flood control 
project in Ohio. A short time 
after the first contract was let 
our circulation man was on the 
job interviewing the key men. 
Of course he found men who 
were already subscribers to En- 
gineering News-Record. But he 
found 17 who should be sub- 
scribers but were not, signed six 
for three years and the rest for 
one year. (When the project gets 
rolling along we are sure we'll 
find subscribers for Construction 
Methods among the field men 
who are interested in methods 
and prospects for new ones.) 


Obviously equipment manufac- 
turers should know these 17 men. 
Some of them have a voice in 
recommending or specifying on 
the present job. Others will be 
purchasing factors shortly—on 
this and other projects. 


You keep in touch with customer 
changes like this when you keep 
your advertising running on a 
continuous schedule in 


McGraw-Hill Publications 
330 W. 42nd St., New York 


Getting Personal 


Eric Scudder, new president of McJunkin Advertising Company, 
surprised friends by returning from his world tour minus his mus- 
tache. It seems that after having it trimmed by an oriental barber, 
Mr. Scudder took one look in a mirror—and sadly cut off what was 
left of his hirsute adornment. 


Harry C. Butcher, vice-president of Columbia Broadcasting Com- 
pany, has joined the advertising colony at Miami A. E. Aveyard 
cut short his California trip to return to Chicago and become a part- 
ner of Charles Daniel Frey. 


Steve Brody, secretary of the Association of Advertising Men of 
New York, suggests as the all-star, all-time advertising agency Caesar 
and Shakespeare, the former to bring in the new business, the latter 
to handle copy and production. Cleopatra, as receptionist, would add 
the finishing touch, Steve believes. 


Add little known facts: Walter O’Meara, a. e. with Benton & 
Bowles, won a Phi Beta Kappa key at the University of Wisconsin 
the same year that Pat Dennis, Detroit Times, radio editor, broke 
track records, Bob Herz (Buckley-Dement) was advertising manager 
of the Daily Cardinal, and Prof. Eddie Gardner (Proprietary Asso- 
ciation) conducted a course in advertising at Madison... 


Russell Willard, American engineer, who designed and built the 
first sewage disposa! plant in the city of Paris, France, became sur- 
feited with the odors attending such engineering enterprises and took 
to advertising. He has been advertising manager of Current History; 
sold space for the Literary Digest, Town and Country and such. 
H. B. Todd, formerly first lieutenant to Charlie Baur, general adver- 
tising manager of The Iron Age, is now holding down Willard’s old 
job in the New York Times Annex. 


Amy Vanderbilt can be reached next week at Tower Publications. 
Ending a long convalescence in the West Indies, she’s returning fit 
and eager to guide the advertisers into the proper journals... 


Andy Armstrong, Getchell art director, is nursing a grudge 
against old Mother Nature. Anticipating a blessed event involving 
his Scotch terrier, Scooter, he sold six pups in advance. Scooter 
apologetically presented him with three... . 


Atherton W. Hobler, B&B president, is busy with his two hob- 


bies, deep sea fishing and yachting. He’s at the Flamingo, Miami 
Beach. . . 


Charlie Gannon, E-W radio head, Mrs. Gannon and their small 
daughter have returned from three weeks in the West Indies, dividing 
a 300 per cent improvement among them... 


Art Hirose, the McCall researcher, who recently transferred his 
attention from electric motors to brassieres, has discovered a serious 
flaw in the Townsend plan. He thinks young people should be loaned 
a large amount for pleasures and luxuries. The money could be re- 
paid from the after-sixty allowance very easily, he points out... 


Leslie Pearl, Getchell c.c., sailed Saturday on the Champlain on 
business in France. He will also visit his parents in England and 
see some old friends in London, where he began his career as an 
agency man... 


Keith Lydiard, of Babcock & Wilcox, who knows all about boil- 
ers, is frequently called aside at T.P.A. meetings to give advice on 
domestic heating problems... 


Eltinge F. Warner, publisher of Field and Stream, shares stellar 
honors with an African cheetah, trained for retrieving, in a hunting 
film exhibited at the dog show this week... 


There has been comment on the fact that Phil Cleland, Ayer a.e. 
and arbiter of masculine fashions, won a dress for Mrs. Cleland at 
McCall's fashion show last week... 


Bill Glenzing, a.m. of Civil Engineering, is making a satisfactory 
recovery from an appendectomy at the United Hospital, Port Ches- 
ter. Very soon now he'll be radiating cheer in the ranks of the ad- 
vertisers. .. 


Frank Murphy, business manager of the Hartford Times, has re- 
turned from four weeks in Florida, tanned and hearty, but declaring 
himself tired of leisure and sunshine. . 


Paul Oury, g.m. of WPRO, Providence, has a lot of fun announc- 
ing the Bamby bread amateur show. So as not to play any favorites, 
he also announces the other bread advertiser on his station. . . 


Franklin Hurd, son of F. B. Hurd, advertising director of the 
Providence Bulletin and Journal, is serving his apprenticeship on the 
business side of the Worcester Telegram-Gazette. . . 


Louis A. Hebert, who has just been elected a director of Hupp 
Motor Car Corporation, was for many years in the direct mail busi- 
ness in Chicago. . . David Worrall, manager of Station 3DB, Mel- 
bourne, Australia, is touring the United States. He addressed the 
San Francisco Advertising Club the other day. His station is 
owned by the Melbourne Herald, member of the largest newspaper 
chain in Australia... 


Henry W. Comstock, executive vice-president of Addison 
Vars, Inc., Buffalo agency, has been awarded a gold key symbolic of 
distinguished civic service to Buffalo in 1934. The award is made 
annually by the Junior Chamber of Comerce. . 


Col. Carroll J. Swan, publisher of the Old Farmer’s Almanac, 
Boston, has been elected a director of the Massachusetts Republican 
Club. . . Newark, N. J., will stage an exposition from April 6 to 14. 
The vice-chairman is Eugene W. Farrell, advertising manager of the 
Newark Evening News, and president of the Advertising Club of 
Newark... 


Harry Boyd Brown, merchandise manager of Philco Radio and 
Television Corporation, has been pretty busy touring the country. 
He dropped off in Long Beach, Cal., long enough to address the local 
advertising club. . . Douglas J. Murphey, publicity director for Gen- 
eral American Life Insurance Company, St. Louis, has got himself 
engaged to Rita DeLeporte, premiere danseuse of the Metropolitan 
Opera Company. The romance started when Miss DeLeporte was 
honor guest at a meeting of the St. Louis Advertising Club last 
October. . . 


Illustrating the part in public affairs played by advertising men, 
Wilfred W. Fry, president of N. W. Ayer & Son, Philadelphia, has 
been elected president of the board of trustees of Jefferson Medical 
College and Hospital, venerable Philadelphia institution. One of 
his associates on the board is John C. Martin, president of Public 
Ledger, Inc... 


FREEZE.VOGEL 
IS DISSOLVED 


Executives Go to Klau-Van 
Pietersom-Dunlap 


Milwaukee, Wis., Feb. 14.—Walter 
F. Dunlap, president of Klau-Van 
Pietersom-Dunlap Associates, Inc., 
Milwaukee advertising agency, has 
announced that the executive person- 
nel of Freeze-Vogel-Crawford, Inc., 
has become part of the staff of the 
Klau-Van Pietersom-Dunlap Associ- 
ates, Inc. 

Among those joining the organiza- 
zation are Col. Garrit C. DeHeus, 
Howard M. Landgraf and Clarence 
F. Schilke. Col. DeHeus had been 
associated with Freeze-Vogel-Craw- 
ford, Inc., for six years, having 
served as president the past two 
years. Prior to his entry into the 
agency business he was sales man- 
ager of the Atlas Baking Company 
and later in charge of sales and ad- 
vertising for the Sterling Motor 
Truck Company, West Allis, Wis. 

Mr. Landgraf was secretary of 
Freeze-Vogel-Crawford, Inc. Before 
consolidation of Freeze-Vogel and 
Hannah-Crawford in 1928, he was 
vice-president of the latter concern. 
He was formerly advertising man- 
ager of the Chain Belt Company, 
Milwaukee. Mr. Landgraf has spe- 
cialized in industrial advertising. 


Adds New Accounts 


Since 1928 Mr. Schilke has been 
production manager of Freeze-Vogel- 
Crawford, Inc. Previously he held 
similar posts with other Milwaukee 
advertising agencies. 

Klau-Van Pietersom-Dunlap'_ As- 
sociates, Inc., was founded in 1907 
and today serves approximately 75 
local and national accounts. The ab- 
sorption of the new officials brings 
approximately 20 accounts. into 
the firm. 

H. C. Vogel, formerly vice-presi- 


dent and treasurer of Freeze-Vogel- 
Crawford, Inc., has been appointed 
by Edwards & Deutsch Lithograph- 
ing Company as the firm’s represen- 
tative in the Wisconsin territory. 


Blackman, Ex-Agency 
Partner, Is Retired 


It was incorrectly stated in the 
February 9 issue of ADVERTISING 
Acre that the death of O. H. Black- 
man, founder of the Blackman Com- 
pany, New York, occurred several 
years ago. 

Mr. Blackman, financially inde- 
pendent, retired as president of the 
agency in January, 1922, and took 
up his residence at Leland Stanford, 
Cal. He lectured at the University 
for a time and in recent years has 
devoted himself exclusively to phil- 
anthropic and humanitarian under- 
takings. 


WISN Picks Sherwood 


Alex Sherwood, sales manager for 
station KDKA, Pittsburgh, for three 
years, has been named advertising 
and sales promotion director of 
WISN, Milwaukee. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 

data about the 1% billion dol- 

lar baking industry, come to 

BAKERS’ HELPER, this in- 

dustry’s leader for almost a 

half century. 
Check the data you need below, tear out 
this advertisement, attach to your letter- 
head and mail to us. 

00 “Baking Industry Facts and 
Figures,” a market data 
folder 

(0 “Selling Leads,” an every 
week service 

( Sample pages from the “Bak- 
ing Industry Blue Book” 

(0 Copies of BAKERS’ HELP- 
ER, issued fortnightly 

( Audit Bureau of Circula- 
tions statement 

Send to 


BAKERSHELPER 


"Y MAGAZINE / BAKERY PRACTICE “( MANAGEMENT 


Almost a Half Century of 


Helpfulness ji 
@® 330 S. Wells St., Chicago, Ill. } 4 


ee 


x¢ 


ize this outstanding 


stes Have It! 


When bales of newspaper clippings show 
one business magazine quoted far and beyond 
its competitive publications, you can be sure 
intense reader interest is pushing up sales 


curves for the shrewd advertisers who capital- 


editorial leadership. 


MILL& FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City . 


. . 333 N. Michigan Ave., Chicago 
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Gets Beer Account 
Jerome B. Gray & Co., Philadel- 
phia advertising agency, have been 
appointed to direct the advertising 
of Sunshine beer, brewed by Bar- 
bey’s, Inc., Reading, Pa. Radio and 
newspapers will be used. 


Harden Opens Office 


Edward F. Harden, publicity direc- 
tor of London Terrace, New York, 
and consultant in advertising, print- 
ing and photography, has opened an 
office in the RCA Bldg., New York. 


‘AupitoriuM 
HOTEL RATES 


Now from $f 


Bust think-you can now 
enjoy the comfort and lux 
ury of the Auditorium Hotel 
: as little as $159 a day 
for a room without private 
bath or from $25° a day with 
private bath. A splendid 
location— every conven 
ience — in an atmosphere 
of luxury at low cost. 
Geo. H. Mink, Mgr. 
MICHIGAN AVE AT CONGRESS 


‘CHICAGO. 


ANIMATED DISPLAYS ARE ADOPTED BY FORD 


Bee a 


PENTE RR POREORI DE 


WITH 


‘PORD 


V-B POWERS 
ECONOMM 


Revolving showrooms developed by motor company. 


SHOW NEW CAR 
MODELS IN FALL, 
NRABOARD ASKS 


(Continued from Page 1, Col. 4) 
was found to be eager to regularize 
its operations, although preferring 
to make necessary changes by inter- 
industry action rather than by gov- 
ernmental compulsion. 

The report declares that the “fall 


Diesel Engines 


In Industry - 


In Transportation - 


On the Sea - 


hp. 


DIESEL ENGINES will be printed in gravure. 
This means a splendidly illustrated and printed 
magazine. We are going to the large size too— 
1044,” x 1314”, enabling us to produce a totally 
different type of book, with a wider appeal, in 
order to keep step with the rapid increase in the 
tempo of the Diesel Industry. 


This Diesel Industry is stepping out, is going 
places and is doing things. It takes a live, modern 
type of magazine to keep step. That’s the pur- 
pose back of DIESEL ENGINES—to keep step 
with the industry, to illustrate and understand- 
ingly describe each type of installation, whether 
it be marine, industrial or transportation; to give 
the reader a broad picture of ALL the things a 


Diesel Engine will do. 


DIESEL ENGINES is not being produced for the 
engineer within the industry, for the Diesel En- 
gine designer or for the man looking for heavy, 


technical data on design or operation. 


No Sir!! 


But it is being produced to help SELL more 
Diesel Engines by telling in pictures and under- 
standable words what the Diesel is doing, where it 
is doing it and how it is doing it. 

All forms for the first (March) issue close on 
February 27th. No engravings needed. Simply 
send layouts and photos for your advertisement. 
Our rates INCLUDE the cost of making all adver- 


tising illustrations. 


DIESEL PUBLICATIONS 


2 West 45th Street 


New York, N. Y. 


REX W. WADMAN, Publisher 


In the Air 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of ‘Reserve Illustrations. "’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


y UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 


announcement date for new models 
is the present key to any major reg- 
ularization of employment. The major 
portion of the industry has explored 
exhaustively the possibilities and 
the necessities involved and seems 
waiting only the proper setting to 
accomplish this change, the like of 
which, as a conclusively planned 
program, does not exist in industrial 
channels.” 

“Happily,” the report continued, 
“adoption and success of the fall an- 
nouncement program do not require 
any restraints to be placed on the 
intensity of competition as it now 
exists. It also leaves an open avenue 
for any manufacturers who choose 
to abandon existing practices of an- 
nual models.” 

In the study of the industry’s 
sales activities, it was found that a 
new model stimulates sales the 
month of its introduction 43 per cent 
above the month’s seasonal average, 
and about 37 per cent in the second 
month. Little stimulus remains after 
the fourth month, and by the elev- 
enth month the effect of the ap- 
proach of another new model causes 
a drop of 20 per cent below the sea- 
sonal average. 

The report declares that the sales 
swing to the lower-priced car field 
is a dominant trend in the industry 
and has brought about a growing 
concentration of production in Chrys- 
ler, Ford and General Motors. In 
1929 these three companies produced 
77 per cent of the automotive ve- 
hicles in the United States, and in 
1934, 88 per cent. 


Collier Promotes Cohn 


Arthur Cohn, contract manager of 
Collier Advertising Service, Inc., 
New York, has been made vice-presi- 
dent and manager of the company’s 
contract department. He was re- 
cently given a dinner by Barron Col- 
lier in honor of his 30 years with the 
company. 


Cooke Succeeds Ogden 


Edward E. Cooke has been ap- 
pointed advertising representative of 
the Brookline, Mass., Chronicle, to 
succeed Robert S. Ogden. Mr. Ogden 
has joined the advertising depart- 
ment of The New Yorker. 


Gries Joins Blakely 


After 11 years with Manz Corpora- 
tion, Chicago, as sales executive and 
vice-president, Joseph C. Gries has 
joined Blakely Printing Company, 
Chicago, as vice-president. 


Ford Using 
New Type of 
Spectacular 


Cleveland, O., Feb. 14.—In each of 
two immense spectaculars just in- 
stalled for the Ford Motor Company 
in this city, a Ford automobile has 
been mounted on a revolving plat- 
form. 

Designed and constructed along 
the lines of the exhibits at A Cen- 
tury of Progress exposition in Chi- 
cago, the new type of display con- 
sists of a central tower show room, 
flanked by two wings constituting 
the painted bulletins carrying the 
copy. 

The structure is 26 feet high and 
106 feet long. The model in the show 
room is to be changed weekly. 
While the revolving nature of the 
display attracts interest, attention is 
further focused by the intermittent 
changing of colored lights which 
flood the car. 

Two of these displays, said to be 
the only ones of their kind in the 
country, are strategically located on 
main arteries of traffic in Cleveland. 
Already they have created comment 
throughout Northern Ohio. 

The new type display, copyrighted 
by Central Outdoor Advertising 
Company, Inc., was conceived by H. 
B. Sweeney, sales manager of the 
company. Ford advertising is placed 
by McCann-Erickson, Inc. 

“Enjoy a Center-Poise Ride with 
V-8 power and Ford economy,” is 
the message on one bulletin, while 
on the other the passerby reads: 
“All passengers ride in the comfort- 
zone.” 


Law Joins Visomatic 


Howard Law, who formerly headed 
his own advertising agency in Phil- 
adelphia and was more recently ad- 
vertising manager of Thermoid Rub- 
ber Company, Trenton, N. J., 
been appointed an account executive 
with Visomatic Systems, Inc., New 
York, in the Philadelphia area. 


Mayer Is Promoted 


John F. Mayer, space buyer, Street 
& Finney, Inc., New York, for the 
past seven years, has been elected 
vice-president. He will continue in 
charge of space buying and will also 
direct the purchase of radio time. 


M. M. 


vs. 


P. M. 


In planning the Window Dis- 
play, it pays to be “Mer- 
chant-Minded" rather than 
Price-Minded. FACTS TALK! 


FREEMAN CON 


Starr and Borden Avenues 
e Long Island City, N. Y. 


Make wu ackages as 
% for rail so peter 


2] Telephone Air Express 
Division of the Railway 
Express Agency, or call a 
Western Union messenger. 


a} Door to door pickup and 

special delivery in prin- 
cipal ities at no extra cost. 
Packages are sent via first de- 
parture on fastest schedule, air 
or air-rail to any point in the 
United States. 


4 FF Air express travels at a 
peed of 2300 miles ant 

night! P Practically all ty 

of merchandise accepted— 


C. O. D., Prepaid or Collect. 


Flown in 3-mile-a-minute multi- 

motored passenger planes of United 

Air Lines and other lines. 

For Local Schedules and New Low 
Rates Telephone 

Air Express Div. of the 

Railway Express Agency 

(or call Western Union) 


Add a new word to your telegraph 
code: AIRYX. Means “Ship by 


Air Express Div., Ry. Express agcy”’. 


i 
OUTDOOR ADVERTISING on the 
O’Mealia plants in Northern New Jersey 


_reaches the greatest PLUS CIRCU- 
LATION in the United States. 


} 
Pill bins 


if ite 
—" < 


OMealia Outdoor Aiveeaiiill Ca 


Harry O Mealia, President. Jersey City. yf 
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SODA BOTTLE 


CALLED 1934'S 
BEST PACKAGE 


(Continued from Page 8, Col. 5) 
Inc.; designed by George Sakier. 
Honorable mention: Chevrolet Serv- 
ice Parts. Entered, used and designed 
by Chevrolet Motor Company. Hon- 
orable mention: Hoffman’s products. 
Entered and used by A. H. Hoffman, 
Inc.; design by John A. Farmer. Hon- 
orable mention: Gifford’s Inn. Rye 


whisky, Canadian, Bourbon, Gin, 
Applejack. Entered and used by L. 
Bamburger & Co. Honorable mention: 
Rux-Tone paste, mucilage and rub 
ber cement. Entered and used by 
Ruxton Products, Inc.; designed by 
Geo. L. Welp—IPI Corporation. 


Cited for Ingenuity 


Display containers: Container for 
Encyclopaedia Brittannica, Jr. Ent- 
ered and designed by Arthur S. Allen. 
Used by Encyclopaeda Brittannica, 
Inc. Honorable mention: Fisher Sink 
Fixture Display container. Entered 
by Frankenberg Bros.; used by 
Fisher Brass, Inc.; designed by Long, 
Fisher & Kirk Advertising Agency. 
Honorable mention: Adams chewing 
gum package. Tutti-Frutti; spear- 
mint, peppermint. Entered and de- 


signed by Clarence Cole; 
American Chicle Company. 

Packages displaying merchandis- 
ing ingenuity regardless of adapta- 
tion of art: 

Canco Fibre Milk container: En- 
tered and designed by American Can 
Company; used by Castanea Dairy 
Company, Inc. Honorable mention: 
McCahan’s Sunny Cane Sugar car- 
ton. Entered by Robert Gair Com- 
pany, Inc.; used and designed by W. 
J. McCahan Refining and Molasses 
Company. Honorable mention: Fisher 
Sink Faucets container. Entered by 
Frankenberg Bros.; used by Fisher 
Brass, Inc.; designed by Lang, Fisher 
& Kirk Advertising Agency. 

Shipping containers: 4 Piece Quick 
Removable Tierce Head with Curled 
Bilge Hoops. Entered and used by 


used by 


Procter and Gamble Company, de- 
signed by T. S. Eagen. Honorable 
mention: Pad-U-Pak Berry crate. En- 
tered and used by Paducah Box & 
Basket Company; designed by Julien 
C. Miller. Honorable mention; Ship- 
ping container for Granular Aero 
Cyanamid. Entered and used by 
American Cyanamid Company; de- 
signed by artists: Huckens, Smith 
& Mitchell Fenberg; G. B. Winner & 
R. W. Lahey. 

Miscellaneous: Gift wrapping for 
bottle of Macy’s wine. Entered and 
used by R. H. Macy & Co., Inc. 

There were no competitions be- 
tween individual packages in the 
awards for distinctive merit in tech- 
nical development. Instead, each 
package entered was judged on its 
merit. The awards were given for 


ARE YOU 


- 
-tw ON 


YOUR FACTORY ROOF SPACE? 


Tworrant advertisers everywhere — 
both national and local advertisers—are 
fast coming to realize the very real adver- 
tising value of electric signs on their factory 


profitably. 


roofs—are making Factory Identification 


an important part of their advertising pro- 
grams. 


Representative of factory roof signs being 


erected by Federal for advertisers through- 


out the country is this “electric” on plant 
Number 5 of the Globe-Union Manufactur- 


ing Company, in Philadelphia. 


This company realizes the value of Identi- 
tication—is tying-in its plants with its other 
forms of advertising — effectively and 


You, too, can cash-in on the valuable ad- 
vertising space on your factory roof—drive 
home your advertising message to all who 
pass your way. 


Why not send us a photo of your plant? 
We shall gladly make recommendations— 


without obligating you in the least. 


‘“‘A National Sign Service for National Advertisers”’ 
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FEDERAL ELECTRIC COMPANY, INC. 


Claude Neon Federal Company 
225 North Michigan Rveade: Chicago. Illinois 


BALTIMORE 
LOUISVILLE 


Subsidiaries: 


CINCINNATI 
MILWAUKEE 


DALLAS 
MINNEAPOLIS 


DULUTH 


HOUSTON 
NEW ORLEANS 


FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 


INDIANAPOLIS 
PHILADELPHIA 


LEXINGTON 
ST. PAUL 


CLAUDE NEON FEDERAL CO., SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 


“the most important new technical 
developments embodied in packages 
placed on the market during 1934.” 
The following are those which won 
awards and those which won honor- 
able mention: 

Winners: Molded pulp dispensing 
container for oil, entered by Na- 
tional Folding Box Company. Con- 
tributors: Scovill Mfg. Company; de- 
velopment of metal closure. 

Shipping container for 100 lbs. of 
Granular Aero Cyanamid. Entered 
by American Cyanamid Company. 
Contributors. Automatic Packing Ma- 
chine: Bagpak, Inc.; part of advertis- 
ing design: G. B. Winners; construc- 
tion of bag, moisture-proofing, part of 
advertising design: R. W. Lahey. 


Has Shoe Account 
Hirshon-Garfield, Inc., New York, 
has been appointed advertising and 
merchandising counsel for Dr. A. 
Posner Shoes, Inc., New York. A 
campaign on children’s shoes is be- 
ing prepared. 


Death Takes Krogness 


C. George Krogness, newspaper 
representative, died recently at San 
Francisco, Cal. He moved to Cali- 
fornia from Chicago about 12 years 
ago. 


F. K. Irvine Dead 


Fred K. Irvine, publisher of the 
American Stone Trade, Chicago, 
died this week. 


Becomes Weekly 


The Beverage News, New York, has 
changed from monthly to weekly 
publication. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


HELP WANTED 


Idea Man 

for Illustrations 
National leader in its field produc- 
ing illustrated sales material needs 
young man with aptitude for dram- 
atizing sales points in simple, effec- 
tive illustrations. Layout or rough 
sketch ability useful but by no means 
necessary. Cartoonist distinctly not 
wanted. Permanent work. Chicago. 
Good starting salary and exceptional 
future for right man. Reply Box 542, 

ADVERTISING AGE, Chicago. 


POSITION WANTED 


DO YOU WANT CAPABLE ADVER- 
TISING REPRESENTATION 
IN CHICAGO? 

Capable man, with many years 
successful experience with best east- 
ern papers, is open for a new con- 
nection. Wants high class paper and 
can promise high class effective rep- 
resentation. Box 541, ADVERTISING 
AGE, Chicago. 


RAPID'S CELEB 


I| 
SERIES! 

Watson 
might build us an ad. Apologies, 
friends.) ‘ 

“Holmes, old bean, what 
method of—er—deduction do 
you use in finding out the 
best restaurants, tailors, and 
what not?” 

“Easy, Watson, easy! Choose 
the ones that are growing the 
fawstest, eh, what? Popular- 
ity must be deserved, and all 
that rot, old bean. Take 
Rapid Copy. Young outfit. 
Growing daily, the bleeding 
devils. Strordinary, Raw- 
THAH!” 


e 
PHOTOSTATS 
NEW YORK { Yonteem $-3680 


CLEVELAND: Main 9335 


{ State 5977 
CHICAGO ) For all branches 
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THE "RAILSPLITTER" LIVES AGAIN 


39 


FOREIGN POSTER ART STARTLES CHICAGO OBSERVERS 


One of the panels of Chicago exhibit showing heads treated in the European manner. Photo by Wesley 
Bowman Studio. (Story on Page 29.) 


CHEVROLET GETS CELLOPHANE WRAPPING 


This new re gyn of "Abraham Lincoln," made by Shigeta- 


Wright, Chicago, was selected for the 1935 International Photo- 
graphic Salon. The model is R. L. Menz, a friend of Harry Shigeta. 


THIS BIG ONE WAS LANDED 


Ree no ae .% 


sensitised psa gaB 0: 


Be ES inant 


Charles Prilik, JWT = director, ng has were -——— 
k trout h + in New B i st 7 i i 
we Pot por to "BY, ‘eaadk. "indcrosed"} Unaeritat photo. How General Motors presented its most popular car at the National Motor Show in Toronto. 


UNWELCOME GUEST GAY ACCOUTREMENTS OF DISTRIBUTORS HELP SAMPLING DRIVE 


Me CHOCOLATE SOLDIERS Are Coming’ 
Pare amore Chocolate Cascatets “nome 


DISTRIBUTION SERVICE Ay AACA ro niens 


Various divisions of Parker Pen 
Company have entertained this 
goat by way of doing penance for 
low sales—but no division has 
entertained it twice! The arrival | 
of the goat has caused tears, 5 

anathema, and even poetry, but White gloves, high hats and uniforms in two-tone chocolate color matching the package featured cm of Chocolate Flavor Cas- 
above all, frantic digging for sales. carets, a Sterling product. Triple A Advertisers Carriers are shown ready to begin their work in St. Louis. 
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